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.,. to introduce new REFLECTION 


a new way merchandisin: 


plan 


Beautiful new ... designed to take its 
place among the all-time best-sellers! 

And a new merchandising idea that means low 
initial investment and big profits to you! 
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You buy the Special Merchandising Unit 101-5 
shown above. And you can sell it 5 ways! Any 
combination your customer wants! For complete details, see your Approved 
: Wholesale Distributor. 
Sell as Half-Set — $39.88 . . 

Ask him, too, about the dramatic new 
displays free with your purchase. 

Or write Advertising Department, The 
| = s International Silver Co., Meriden, Conn. 
Sell as 78/12 without chest — $119.63 


Sell as 52/8 without chest — $79.75 


Sell as 52/8 with chest — $89.75 
Sell as 78/12 with chest — $129.63 
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America's Finest Silverplate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY, MERIDEN. 
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there’s a difference 


in diamonds 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and 60 ct. 
diamond necklace. 
Available on memo. 


The man may pay for her diamonds, 
but she s the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are avatlable 
on memo from William Levine 
to make your store the diamond 


center of vour COMmunity 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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Three of our articles this month 
are ‘must’ reading for every 
jeweler. That's why we feature 
them on our cover .... The new 
“Credit Yardstick,"’ page 66, can 


mean real savings for any of you 


bYS 


Lit iv 


\ 


who grant credit of any kind .... On 


page 72, you'll find exciting 

new facts about how to cash in on 
the booming "Bridal Market" .... 
If you're a member of the American 
Gem Society, you will read proudly 
the "Salute to AGS" beginning on 
page 89; if you want to become 


JEWELERS CIRCI 


a member, you will learn how to do so. 
just how to go about it. 


New Yardstick for Extending Credit 66 
The Coming Bridal Market 72 
Salute to American Gem Society 9&9 


Briefly—Late and Important 160 
State of the Jewelry Business 175 


MERCHANDISING AND PROMOTION 
Fight Price Competition With Quality Repair, 
by Leopold Kohlbeck 70 
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Lecture and Like It, by Charles Frederick Muth 138 


TABLE TOP FASHIONS 
Table Top Fashions 145 
Dinnerware, Glassware & Gifts, by Madeline Love 148 


TECHNICAL 
Aquamarine: The Birthstone for March, 

by Dr. Frederick H. Pough 128 
The Lip Electric Watch, Part III, by Henry B. Fried 192 


(uestions and Answers 194, 
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Letters 42 

They re New 49 

Speaking of the Jewelry Trade 63 

News of the Industry 163 

Interesting Jewelers, by Donald A. Dowden 167 
Coming Events 175 

Personnel 182 

Manufacturers News 184 

Editorial 206 





SEE 


the eye-opening styles in Wallace Stainless 


Even a fast look at any line-up of Wallace Stainless 
patterns shows you they're the newest, most exciting 
patterns in the business! By a ‘“‘line-up,’’ we don't 
mean a mere handful, either. Wallace Stainless comes 
in 31 different patterns iin 6 different price lines... 
every one a shining example of fine design, superb 
craftsmanship and great durability. Who could ask for 


more in stainless? Certainly, not customers! They've 
been buying Wallace Stainless, and will keep on buying 
it at the same record-breaking clip because they see 
the difference, too. It’s the finest stainless made. 

For further information, see your local Wallace dis- 
tributor, or write to Dept. WH, Wallace Silversmiths, 
Wallingford, Connecticut. 





WALLACE|W|STAINLESS 











The greatest name in American tableware 


See i 


FALLING LEAVES tsp. .29 


FLEETLINE tsp. 1.00 


” 
~ 


SNOW FALL tsp. .4° 


WALLACE STAINLESS —A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT. . 
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BRIGHT STAR tsp. 49 


CIRCE tsp 


NORTH STAR tsp 


. SINCE 1835. 
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HOLLOW WARE 


Authentic reproductions by ONEIDA SILVERSMITHS 


) 
ONEIDA COMMUNITY LTD. 


4-PiIECE COFFEE SET 
( ffee _ { } ads 8 cup: — ' ind tra 9g 


$37 plus tar $15 plus tax 

Another proof of Oneida’s leadership! It’s an outstand- 
ing value destined to be another great profit maker to 
add to the proven success of the famed Paul Revere 
bowls. Your customers will recognize the fine quality 
of these handsome new pieces. They are meticulously 


3-PIECE SUGAR AND CREAMER 


oval tray doubles as server 


NOW... 


more pieces in this 


popular reproduction 
priced right 


for your customers 


* TRADEMARKS OF ONEIDA LTD 


PAUL REVERE BOWLS 
10’’, $13.00; 8’, $10.00: 6’’, $7.00; plus tax 


designed, heavily plated with pure silver and highly 
polished. The simple, flowing lines and the pineapple 
finial are characteristic of highly prized Early Amer- 
ican silver designs. They offer many sales oppor- 
tunities, too, for each of these sets has multiple uses. 


Crafted by ONEIDA SILVERSMITHS makers of distinctive tableware 
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vou NEED THIS 
ATALOGUE!S 


Get 
yours For manufacturers, jobbers, 


Now’! - wholesalers, trade-repairers of 













SHANKS—SOLID INSIDE—DIE STRUCK 
by KARLAN & BLEICHER, INC. 






: Mor 


Two TONE 
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Just off the press! Chie tile counon 
' The most comprehensive catalogue attach to your letterhead and mail today! 
_of its kind ever produced... yours [~~ 777 TT TTT nee: 
= Ae ; . : Karlan & Bleicher Inc., 136 W. 52nd St., New York 19, N. Y. 
without cost or obligation! See it! o 
Use it! Profit by it! Mail the coupon! 


(Not available to retailers) 







Gentlemen: 


Please send me a copy of your newest catalogue. | understand there 
is no cost or obligation. 


[] manufacturer [|] jobber '] wholesaler |] repairer 


Makers of America’s finest rings and components 


RARLAN 6 BEEIUHERAIN 


136 W.52nd ST., NEW YORK 19, N.Y. 
OFFICES IN CHICAGO AND LOS ANGELES o@ 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


Firm Name 


Address 


City Zone State 





Buyer's Name 
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“UNIVERSAL 
CORDLESS 


Electric Shaver 





DESIGNED BY 
RAYMOND LOEWY ASSOCIATES 


Exclusive Universal product development — 
opens up whole new shaver market! 


Imagine ... no clumsy cord, no plug, no outlet needed, yet you get the 

wonderful convenience of electric shaving anywhere . . . anytime! That’s 

the radically new shaver now introduced by Universal. Make extra 

sales with this sensational new Electric Shaver that runs for months 

on regular penlight batteries. There’s big sales appeal to the man 

whose beard grows quickly ... he can keep a “‘barber shop” shave right 

in his pocket. It’s the perfect gift for travelers . . . no bothering with 

changing voltages anywhere in the world. Get the jump on quick profits 

by getting your order in NOW on this new Universal exclusive! FOR GIFT SALES 
Packaged for an eye-catching display 

..-.-No Outlet Needed! on your counter—gold-edged box 





with rich, colorful insert, plastic 
top and easel-back. Holds shaver 
and real leather carrying case. $16.95 


SHAVE ANYWHERE ...No Cord 
4 yy - 





CARS, TRAINS BOATS CAMPS OFFICES 
OR PLANES COTTAGES 
ideal for foreign travel— no worry about voltages LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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sunt she can't afford one. It is a matter of tact that most women want 
emeralds — but cant afford them. That's the reason you dont carry them - Ze CERD pe nos, aos Fy gery 


Now, you can satisfy her desire for an emerald, profitably, by offering 


Faceted Pearshape 
Chatham Cultured Emeralds 
51 ct. ea. platinum setting, 
with diamonds and 
cultured pearls. 
WITTMAYER CO., 

NEW YORK, N. Y. 


Square Chatham Cultured 
Emeralds | ct. ea. 
platinum setting with 
diamonds. 
o> GREEN & CO., Jewelers, 
™ NEW YORK, NEW YORK 


Cushion Antique Chatham 


with topered baguette 
diamonds, platinum setting 


F. & F. FELGER, INC. 


her Chatham Cultured Emeralds. They are SO much like the natural stone 8 NEWARK, NEW JERSEY 


that no layman could possibly distinguish between them, and they 
cost only about one-fifth the price of the natural stone. 


This rich, brilliant green transparent stone is being set in fabulous 


creations of platinum and gold by the world’s leading designers. You ll be 


Emerald cut Chatham 
Cultured Emerald 4.60 ct. 
with 2 baguette diamonds, 
platinum setting. 

JONES & WOODLAND, 


proud to be the first to offer your customers the world’s newest jewel, = NEWARK, NEW JERSEY 
Chatham Cultured Emeralds. Write for price list and memorandum 


selection today. 


CHATHAM 


CULTURED EMERALDS 


A DIVISION OF IPEKDJIAN. 


INC 


S80 FIFTH AVENUE, NEW YORK 36, N. Y. 


in Canada 


GEM & JEWEL 


DISTRIBUTORS, 400 St 


James St., Montreal, Quebec 





STERNA MATIC THE SUPERWATERPROOF 
KonTiki AUTOMATIC WATCH 


More than 650 feet below the surface of 
the ocean, in paralyzing cold and tropical heat, 
the superwaterproof EternasMatic «KonTiki» 


ticks away the seconds with unfailing accuracy 


The case of each «KonTiki» 1s subjected 

in aspecial apparatus designed by Eterna research 
engineers to a pressure of 20 atmospheres, 
corresponding to a depth of more than 

650 feet below the ocean’s surface! This case 
shields the famous Eternas-Matic automatic 
movement that owes its legendary precision to 


the rotor running on a tiny ballbearing 


130T- 1414 
| Eterna: Matic «KonTiki», superwater- 
Sports lovers and men-of-action, who need a : proof, automatic, with special black 
watch that is up to their own standards of ' dial for submarine sports. Case and 
original «KonTiki» bracelet in stainless 
. . steel. Same model, with calendar. 
with pride — in full confidence that it will «KonTiki», with or without calendar, 
stand most rigid tests also available with standard dial. 

$130.00 to $145.00 


performance, wear the Eterna-Matic «KonTiki» 


The KonTiki has been such a success, we regrettably were not able to meet all 
the demands. Now we are happy to announce there is a supply available. 


eT eRrRN A MATIC 


on - Delica ’ o . 
The last word in watchmaking Fterna 1s one of Switzerland’s @&g Eterna: Matic is the first automatic watch to utilize 


largest manufacturers of the ballbearing system of rotor activation. The rotor 
er : chronometers. Today's Eterna & itself is smaller than the head of a match, and the balls 

= watches, as modern as in the bearing have a diameter of not more than 
tomorrow, are backed by a 65 hundredths of a millimeter each — thirty thousand 
century-old tradition of will barely filla thimble. Even though they are made of 
outstanding quality and preci- ||| steel, these tiny balls are so light — one thousandth 
sion craftsmanship. |! of a gram — that they can float on water. 


¢ 


- * <0 


—— 
penetra 


rERNA WATCH COMPANY OF AMERICA INC., 677 FIFTH AVENUE, NEW YORK 22,N.Y. 
In Canada: Henry Birks & Sons, Ltd. 
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Wise Prophets On Profits Say... 


TELL IT an SELL IT 


f 
(47 


(~ 

7 rHE TEENS *:* 
=) — Fe 
Bureau of Advertising / 


FACTS 8 FIGURES POLISHOOK GOES TO WORK FOR YOU 


From A Study Conducted THE MINUTE YOU PLA 
Among Almost 5,000 Teenagers _ —e— CE AN ORDER! 
On Their Buying Habits! 


1. What do our teens buy for themselves with 


their own money? 40° buy their own jewelry! 


, ® How big is this teenage market today” ee ; : a ion . 

16,130,000 (U.S. Census, July, 1959) — almost Ay , byt ee two-tone inventory 

10% of the total population — and growing 1n | ' c rot, in-store showcase display 

size and purchasing power every day. By 1965, ay : A ontains 36 rings of popular sizes 

it will be more than 24,000,000 .y _ tae ranging from 5 to 714. All slace = 

3 H is arket i to 8'2 available at no extr : 
s How big 35 the teenage market in terms a cost. 

of dollars? Today's teens pocketed some 

$9,000,000.000 during 1956 in allowances, gifts 

and incomes derived from jobs. By 1965 this 

“pocket money” will bulge to $14,000,000,000 or 


more a year. 


4. Let’s look in on our working teens Some 
200,000 have steady, full-time jobs. And nearly 
4.700.000 have part-time jobs alt school oF 
Saturdays baby sitting and the ee : 
about 5,500,000 earning teens through the year = ye-Catchin ; 

Comes summer, the teenage work force rises to omunied sg and grey velvet 
more than 9 500,000 over the vacation months indow displayer. 


5. It is wise to establish brand franchise and . = = f lus an Extra Bonus of 
customer loyalty early with teenagers because ) 6 FREE 
RINGS 
| ABT ROM FOR} YOUR 


almost over night they assume the responsibill- 
ties of adults, t TEENAGER OF TODAY 











tial for advertisers offered by our teenagers 1S e 
fabulous. If you have a story to te VALENTINES D 


product, 4 service or a store TELL — 
ves rer 


THE TEENS! ves macs va 
MOTHERS DAY 


he ” 
IS THE BRIDE OF TOMORROW. The poten- TIGHT -5) 
Ay 








ner 


LOM, Cheap 


S HAPPY BIRTHDAY! 
PROMOTION FRO a tassunennnsit eben Meaalnane conte Oe nacenacaline. 
POLISHOOK ACT NOW! very important teenage gift giving event! scecmnuneaniionns fm’, 





TO REMEMBER 


First results are in and th 
; e enthusiastic E 
response of jewelers everywhere is J 2 COLUMN NEWSPAPER AD MAT 


overwhelming. 








Yout Total Return... .*473°"' 
Your Total Cost...... 180° 


your tora prorit‘z93” | K. POLISHOOK & SON, Corp. 


This Promotion Consists of: 


14 rings to retail at i eae 





216 East 4 
aes st 45th Street, New York 17, MUrray Hill 7-1664 


14 rings to retail at Fr Manufacturers of “Everything in Rings” Since 1898 
14 rings to retail eaturing the Trade N ad 
at ames “Lloyds of New York” 
and “Fidelity” 


+ Not including Fed cH 
9 Fed. Tox. CAGO OFFICE: Heyworth Building, 29 E. Madison St 





PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut $ 
° tin t 








with these 


THREE NEW PLASTIC 
DENNISON RING CASES 


There’s no better way to display your 
fine rings to their best advantage (and 
to yours) than with Dennison ring 
cases. They emphasize the quality 
and beauty of your merchandise. And 
when the sale is made, continue to 
reflect the character of your store. 


ORDER A SUPPLY OF THESE SALES-MAKING RING CASES 
FROM YOUR DENNISON DISTRIBUTOR. 


Dennison 


JEWELER’S DIVISION + MARLBORO, MASSACHUSETTS 


6450X — single ring case with 
r-fo}[omI-t-} Mel -leele-helelamelem ce) oM-lale Mt -y(e1-1-9 


These three cases come in white, peach, 8550TX — for one or two rings. 
yellow or light blue plastic with rayon : 

satin cover cushions and transparent or Bright, gold colored handle. 
Karess velvet ring pads. All have wire 
stands for extra display value. Individual 
packers. 


6850X — single ring case with 
smart, tailored lines. 





SHOP ALL 
THE WARES OF 
THE WORLD? 


Al THE 


3rd ANNUAL 
UNITED STATES 
WORLD TRADE 
FAIR 

MAY 8-19, 1959 
COLISEUM 
NEW YORK 
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HERE—UNDER ONE ROOF 
—are the brightest, newest jewelry and giftware 
creations, skillfully designed by master crafts- 
men from abroad... Thousands of intriguing 
product lines . . . many exhibited for the very 
first time in the United States .. . from Belgium, 
Czechoslovakia, England, France, Germany, 
Holland, India, Israel, Italy, Japan, Mexico, 
Poland, Spain. . . to mention just a few. 


IT’S ALL HERE: gold and silverware to 
appeal to a broad range of tastes and tempera- 
ments; dramatic innovations in tableware; style- 
wise clocks, fashion-conscious watches; 
inspiring religious articles and works of art... 
and so much more. 


Learn How To Do Business With The 
New EUROPEAN COMMON MARKET! 
Get the facts about the European Common 
Market direct from government officials and 
manufacturers themselves ... and learn how 
you can profit by it. 


THE ONLY ESTABLISHED INTER- 
NATIONAL MARKET in the Americas, 
the United States World Trade Fair last year 
attracted over 530,000 visitors, including 
144,700 businessmen and buyers from all over 
the world. These men established invaluable 
contacts and accounted for a record-breaking 
amount of business with over 3000 exhibitors 
from more than 60 countries. 


These statistics prove that the Fair is the most 
efficient, most effective way to shop the wares 
of the world. Its the Western Hemisphere’'s 
greatest international trade market. Be sure 
you attend! 


SEND TODAY FOR YOUR 
FREE ADMISSION CREDENTIALS: 


REGISTRATION COUPON FOR THE TRADE ONLY 


Save time by registering NOW. Fill in and mail this regis 
tration coupon to the address below and your admission 
credentials will be mailed to you. There is no registration 
fee 


Please check below if you wish us to make hotel reserva 


tions for you. 
PLEASE PRINT 


NAME 

TITLE 

FIRM 

STREET 

CITY 

TYPE OF BUSINESS 


PRODUCTS MFG'D OR SOLD 


Please check below the classification of your business 
Wholesaler Exporter Dept. and Chain 
Importer Mfrs.’ Agent Store Buyer 
Retailer Manufacturer Other 

Please send us your hotel reservation blank 


UNITED STATES WORLD TRADE FAIR, 331 Madison Ave.,N.Y¥.17,N.Y¥. 











Planning a STORE-WIDE SALE? 


A Complete Sales-Promotion Package C FOR EVERYTHING 
... 50 you can ‘DO IT YOURSELF! YOU NEED TO RUN 
ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv. (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [~<... Name STOCK LIQUIDATION SALE 
sure to draw Crowds seaaeee PUBLIC NOTICE! <5:0¢20N THE PREMISES! EVERYTHING AGS“GO! suman 
ITS THE WILDEST PRICE PANIC CITY EVER vi 


We can serve you on Memorandum with several hundred ae : : CRIFIC ED? a NAST 


of the hottest fast selling profitable traffic items, includ- i erry anne aie Ammmes’ Ful de nie undenmeairnamaniaias dadanlans 


ing Advertising Copy that will make your sale a success | WE WERE WRONG-WE ARE SORRY 
any month of the year. sar Loss Is Your Cain— We Overbought and Merchandise Is Piling 





Up—Now We Are Forced To Liquidate This New Guaranteed Stock At 


DISCOUNTS UP TO 75% Fe 


Consult us in confidence. We can refer you to a number | F7I7q or couse your Cini ad nheriy Baan 

of — who “4 run egg tees eg nese yt tA 10 A. M. TOMORROW. .- THURSDAY GUT! 
with our service rite, wire or phone for details! No 7 AM oURSeLE FoR iweSTMENT So =~ FOR THE FIRST 100) #27. 

town too small for a SUCCESSFUL SALE! We can DIAMOF rere ae ee WATCHES 
recommend Experienced Sales Supervisors at nominal a es ef 
fee—upon request! 


CLOSE OUT 




















ALL THIS AND MORE! (i aug SO eines 


A COMPLETE SALES PROMOTION ADVERTISING OUT THEY GO 


MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- SAVE UP TO 75°.» * DOLLAR SAVE UP TO 75‘ on & DOLLAR 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 7.707 

EVENT! DIE CUT DIAMOND RING AND STONE | 

RING SPECIAL SALE CARDS 200 INCLUDED! | | 

SPECIAL RADIO CONTINUITY 25-50-76-100 aK {VERYBODY GETS A BARGAIN 


WORD DYNAMIC SALE ANNOUNCEMENTS! VERY ARTIC Guatantlaed! " fe NOT GOING? BUSINESS! 


DIAMOND MERCHANDISE CONTEST, DOOR —— FEATURE 


OPENER GIMMICK, TRAFFIC STUNTS, CROWD on Gs 
GETTING IDEAS! COMPLETE SURPRISE PACK. — Saoror e 
Nav 
Sore 








AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS OPEN MONDAY AND THURSDAY NITES 

OF IDEAS] es ___ R977) 











You, too, can jam your store with customers. They come They saw: 1 They bought! 


. ey 
jo” 


yrn So ie 


J. BIELER PROMOTIONS i: 2.0. 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois +« ALL PHONES: RAndolph 6-9550 
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avery Special TV Easter Gift 
from TIMEX! 


Here’s a TV promotion with all the perfect ingredients: 





THE STAR: Mary Martin...whose past television appearances 
have won unprecedented ratings. 


THE TIMING: March 29th...a holiday evening when the entire 
family is most likely to be together. And when the tune-in 
audience is at its greatest. 


THE PRODUCT: Timex...specially designed and priced to 
appeal to every member of the family. 


THE SHOW: 


‘MARY MARTIN” 


\ EASTER UNDAY NIGHT -8:00- 9/00 PM (EST) « IN COLOR - NBC-TV 


+ 


More people buy TIMEX than any other watch in the world! 
375 Park Avenue, New York 22, N. Y. * 1300 Jane Street, Toronto 9, Canada 
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He probably 
TO | LLL 
to give her 
a better look at 
his new. Kreasler 
Golden Cavalier 
Watchband 


FF 4 


























/ 


KTCISCECr 


Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey 





exclusively designed by 


The Borel 


BRIDAL RING COMPANY, INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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Introducing this beautiful. new design 


eed eae 
‘ Ww 
mm? 


p* 
dence. It was a pre tested, Lop level selection in a 
nation-wide survey. Oneida’s method of pre-testing 


means quick turnover for you. 


~ ~ 


-_~- 


NEW SOLID 


AITN 


3, 


+. larper has the striking beauty and 
m\g 


¢ 
Nya features vour Customers look for 
and buy! It's a superb value and priced to sell fast 


IL Ss backed by Oneida S success-Slory merchan 


dising and advertising 


= * 
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SUCCESS -STORY PACKAGING 
BY ONEIDA 


oneloA CR Ar N 


Lhe > 


Stainces? 


New pattern, New packaging, NEW 
SALES SUCCESS! This new set pack- 
ave will attract your customers: atten 
tion. Women are interested in table 
settings. This lets them see how lovely 
Paper will look on their own table with 


a full natural color photograph. 


‘Trade marks of Oneida Ltd 


This colorful new 

vift package will 
introduce the Taper* 
pattern. A large, 
full-color illus- 
tration shows a Taper 
place setting IN 
USE. It is a display 


all by itself. 


Introductory Offer! 
New “IN-USE” Display Package 


to introduce the new Taper pattern 


Special Introductory Offer. This new “in-use” 
deluxe gift package is furnished free with the follow- 
ing sets of Taper pattern. 

l6-Pc. Service for 4... . . .) .) $14.95 
24-Pc. Service for 6.0. 0. 2, 22.95 
32-Pc. Service for 8... 29.95 
50-Pc. Service for 8... ww 39.95 


Knives have hollow handles and mirror stainless forged 
serrated blades. ) 


\ll prices subject to regular trade discount. 





NE W 


GET-ACQUAINTED 
FULL-PROFIT 
INTRODUCTORY SPECIAL 


for Your Customers 


\n ideal way to let your customer see this lovely pattern right 


on her own table. Packed individually in cellothene 


. Easy to 
display, easy to handle. C 


‘ircular enclosed promotes sale of sets. 


For a Limited Time Only 
Pierced Table Spoon 


only A.Y¢ each 


rO QUALIFY. 


.every store that purchases one 24-piece 
or larger set of the new Taper pattern is entitled to pur- 
chase the following assortment. 


ASSORTMENT NO. 9669 


2 Dozen Pierced Table Spoons in new Taper pattern 


TOTAL CONSUMER PRICE $11.76 


Subject to regular Trade Discount 


FREE DISPLAY CARD 
INCLUDED WITH EACH ASSORTMENT 


NEW SUCCESS-STORY 
MAGAZINE ADVERTISING 


Oneida continues its leadership in national advertising with full page advertisements in these maga 


se magi 
zines during the spring months. Starting with April issue all ads will show the new Taper pattern 


— BETTER HOMES AND GARDENS 
aD, | f Oy gy May 
| GOOD HOUSEKEEPING 


i. | March May 
Gal 


PARENTS’ 


tebruarys Nay 


Parents LIVING FOR YOUNG HOMEMAKERS 


it ae 4 1trt. | May June 


SUNSET 
May 
BRIDE’S MAGAZINE 
April July 


BRIDE & HOME 
April July 
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" 
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DIRECT MAIL FOLLOW -THRU 


Every customer who registers an Oneidacraft guarantee will 
hard selling brochure from Oneida telling her of the advant 


ing to your store to add to her service . 


SELLING AIDS.. 


YAW 


-easily ... inexpensis 


. Newspaper mats, circulars available on reques? 





SETS, PIECES, PRICES 
IN ONEIDACRAFT CDeluwe STAINLESS 


16-PC. SERVICE FOR 4 

In Gift Box 
4 Teaspoons, 4 Dinner Knives, 
4 Dinner Forks, 4 Soup Spoons 


32-PC. SERVICE FOR 8 

In Gift Box 
8 Teaspoons, 8 Dinner Knives, 
8 Dinner Forks, 8 Soup Spoons 


. | a With H.H. Forged Knives 
With H.H. Forged Knives $29.95 


$14.95 ag _ 
| . ie With Continental Knives 
With Continental Knives | $23.95 


$11.95 
50-PC. SERVICE FOR 8 
In Gift Box 
16 Teaspoons, 8 Dinner 
24-PC. SERVICE FOR 6 Knives, 8 Dinner Forks, 
In Gift Box 8 Soup Spoons, 8 Salad Forks, 
2 Table Spoons 
With H.H. Forged Knives 
$39.95 
With Continental Knives 
$34.95 


3-PC. SERVING SET /n Gift Box 
Gravy Ladle, Cold Meat Fork, 
Pierced Serving Spoon $4.50 


6 Teaspoons, 6 Dinner Knives, 
6 Dinner Forks, 6 Soup Spoons 


With H.H. Forged Knives 
$22.95 
With Continental Knives 
$17.95 


All Knives have serrated blades 


OPEN STOCK PRICES 
Price 
SPOONS Per Dozen SERVING PIECES 
lea +s (eee we $4.80 Butter Knife 
Oval Bowl Soup \.eense*e. « # « 9.60 Sugar Spoon 
Iced Drink _~»eewres.ee#T8Tt*ese###*#«* « 9.60 Cold Meat Fork . 
FORKS Gravy Ladle — 
Dinnes 9,60 lable or Serving Spoon 
Oyster or Cocktail . . 2... . e960 Pierced Serving Spoon . 
Salad. 2... we ee we) G60 6-PIECE PLACE SETTING 
KNIVES | (Hollow Handle Knife, Dinner Fork, Soup Spoon, 
Hollow Handle Dinner, Forged Blade, Serrated . . 24.00 | Salad Fork, 2 Teaspoons) . ....... . 495 
New Continental, 1-Pc. Forged, with New Continental Knife, Dinner Fork, Soup Spoon, 
contour shape, serrated . . . . . . . . . . +%15§.00 Salad Fork, 2 Teaspoons) . ....... . 93.95 


Prices shown subject to regular trade discounts, and are subject to change without notice. There is no Federal Excise Tax on Stainless Tableware. 


™ —e \ **2-PC. | **3-PC. . ** FEEDING ~ / ee 
\ BABY SET ' \a BABY SET | SPOON / CHILD SET 
‘ Baby Fork » \ ‘ po) Baby Fork, ’ Child Knife, 
: Lf and Spoon é - : Baby Spoon, Child Fork, 
s , Ys &- Feeding Spoon Child Spoon 


$ | 4 1.25 t, j ro . " . 
) | A ee (EP ae! |, $2.00 


\ 


** Child and Baby items available in Accent Pattern only. 
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A straight line 


- 1s the shortest distance to 
profits in electric shavers 








Effective February 21, Schick will sell direct... factory-to- 
retailer. Another major move by Schick to insure profit oppor- 
tunity for everyone who sells (or should sell) electric shavers. 





As a manufacturer we depend entirely on you, the 
retailer, for our profit. If you aren't making money, 
we arent making money —it’s that simple. 


And it’s no secret that there’s been very little profit 
for the retailer in electric shavers the last few years. 


It’s time for a change. Time for a leader in the 
industry to recognize the significant changes in 
merchandising methods in the last ten years—and 
to do something about them. 


As a start, Schick will begin selling directly to 
you, the retailer, beginning February 21, 1959. 


By working with you—we can work better for 
you. Together we can bring stability to our 
industry. 


Together we can end the price footballing, 
the short range promotions and “deals” that 
are in reality price cuts. We can end abused 
advertising practices, unfair discounts, unreal- 
istic pricing. 

And we can put the profit back in electric 
shavers. 





Naturally, under this new direct distribution plan 
Schick can offer you better service, too. With our 
new merchandising and service organization (the 
largest ever provided by an electric shaver manu- 
facturer) we can make sure you have all the tools 
you need to sell with. And have them precisely 
when you need them. 


We realize that this new approach to distribution 
will cure only some of the ills in our industry. But 
it is a strong, positive step—one of the many soon 
to come from Schick. Our sales representatives will 
be calling on you to tell you about them—and to 
tell you how you can become an Authorized or 
Franchised Schick Dealer. 


llabe IK fford 


CHAIRMAN @®F THE BOARD 








YOUR SCHICK REPRESENTATIVE WILL CALL ON YOU SOON: 


Welcome him. He is an expert in his field and is at your service to help you make a 


better profit on electric shavers in the future. He will also have more news on new 


products and new policies from the new management at Schick. 


SCHICK INCORPORATED 





/EWELERS 


CIRCULAR-KEYSTONE, MARCH 1953 























Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey 
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The touch 1s artistic, but the results will be good, solid business 


when you show the new line of Colibri by Kreisler table, pocket and 
purse lighters. And you can show them by the dozen in this new, 
handsome, Gallery Tray mm walnut and gold finish wrought tron. 


It’s free; ask your Kreisler salesman to fill you in on the details. 
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1sler COLLECTION 


THE Colibri By Ave 





LIGHTER ART FROM 





NOW!LOWEST 
PRICES EVER 


on 17-jewel waterproof” watches 


S Q() YOUR COST RESISTAL 
L/ jewels guaranteed waterproof,* 
guaranteed unbreakable balance staff 


(10 pieces and mainspring. Chrome plated top, 
or more) stainless steel back, with leather strap. 


17 jewels, guaranteed waterproof,* 
guaranteed unbreakable balance staff 
and mainspring. Chrome plated top, 
more $930 ea.) stainless steel back, with leather strap. 


+0 YOUR COST ATLAS 


(10 pieces or 


RESISTAL/S YOUR COST $ O() 


17 jewels, guaranteed waterproof, * 

guaranteed unbreakable balance staff 

and mainspring, all stainless steel case, (10 pieces 
with leather strap. or more) 


SEA LORD YOUR COST $ 9 Q 
17 jewels, guaranteed waterproof, * 
guaranteed unbreakable balance staff 


(10 pieces or 
more $]()30 ea.) 


and mainspring, all stainless steel case, 
with leather strap. 





i hey re guaranteed waterproof,” shock-resistant,with 17-jewel movements, guaranteed 
unbreakable mainspring and balance staff, radium dial and sweep second hand. 
Every watch is backed up with a full-year guarantee. Parts are easy—you can 
get em in 150 material houses all over the country, and all parts are interchange- 
able. Not a worry either, when you order these watches: you’re buying ’em from 
Croton, not from an outlet...and Croton’s been the Rock of Gibraltar in water- 
proof watches since way-back-when. 

Order now. Sell these watches at a healthy mark-up. Or, since they cost so little, 


you can still make tremendous profits by pricing ‘em low...which means you Il sell 


even more of them! *providing case unopened, crystal intact 104 Fourth Avenue, New York 16, N 


SUSSEX WATCH DIVISION OF CROTO N 


CROTON WATCH CO. 
404 Fourth Avenue, New York 16, N. Y. 


Please send me the following Sussex watches: 


Quantity Model Quantity Model 


:7 4,() YOUR COST PORPOISE Resin (home) ___Se La 


guaranteed waterproof,* guaranteed : Resistal (steel) 
unbreakable mainspring and balance munis: : 
(10 pieces or staff. 7-jewel. Chrome-plated top. 


more $690 ea.) stainless steel back, with leather strap. ————— _— __Amazon 


citiidmiees Porpoise 


Boxes ea. 604 


Store Name 


Address 
YOUR COST AMAZON 


17 jewels, guaranteed waterproof,* 
guaranteed unbreakable balance staff 
and mainspring. Chrome plated top, 
stainless back, with leather strap. 








fhis Spring, youll see more sales action in leather watch 
straps than ever before. Youll be part of the action with 
“LEATHER ACTION” by Gemex —a_ triple-sock promotion 
package. 1) ACTION DISPLAY —a compact, irresistible S-on 
display unit that revolves at the touch of a finger... 


takes onl ye” \ 5A ol countel SpadteCe, 


2 YACTION FOLDER— gold covered “book” 


of 24 watch straps. 
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3) And to keep up with the sales action 





LLL 


COSTS YOU UNDER $50! [lere’s the deal: A-S7 “LEATHER 


—a reserve stock of 13 watch straps. 





ACTION” ASSORTMENT. 45 men’s and ladies 2-piece leather 
watch straps in 12 popular styles and best-selling quality 
leathers. The revolving display and vold-covered folder are 
included free. Retailer's cost: $49.45. Consumer value: 


$121.75. Retailer's profit: $72.30. 


ORDER FROM YOUR WHOLESALER TODAY! 
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The Horse Laugh 


. may be on you if you illegally use the 
brand name Baroda”, which now belongs to 
Uncas Mfg. Co., to designate a line of finger 
rings from America’s Largest Ring House. Use 





by others infringe our rights and we will do 
everything to protect this good name. 


Please beware — make sure that if it’s marked 
Baroda” it’s made by Uncas. 








Bottom- 42C 206 













Only original Baroda* Rings 
By Uncas can have this tag. Be 
among the first to show the new 
Baroda® Sterling Silver line. Call Top-41C 445CC 

: Bottom-42C 209 
your wholesaler or jobber now. 





Retail $10 to $25 


each plus tax. 
SOLD THRU 


WHOLESALERS ONLY 


Top-41C 457CC 


Bottom-42C 221 


by UNneas MANUFACTURING CO., PROVIDENCE, RHODE ISLAND 


America’s Largest Ring House 


ce «SALES REPRESENTATIVES ee ee ee ee 


SIDNEY EISENBERG JOE BENSON ARTHUR REINHERZ LOUIS MONTE 
303 Fifth Ave. 29 East Madison 448 So. Hill St 2609 N. E. 37th St 
New York City Chicago Los Angeles Ft. Lauderdale 
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1. Behold the Jeweler—as doubting 
a Thomas as ever doubted anything 
his name, by the way, is George). 

At this moment, he’s doubting 
about watch sales in the merry 
month of May, also March, 
April and June. 





2. ‘‘Sure,”’ says George, “I do a 
little gift business in watches on 
Mother’s Day, Father’s Day, 
Graduations, Weddings. But let’s 
face it, pal, Christmas is when I sell 
watches.”’ 





—_———_— ——§ —=—=§ =<-§ —<<-—§ <- = Ge Gli @uilb <u Gees Ghee GENE Gull queue cues come 








5. As long as a watch still ticks, 
people never give a thought to 
rewdacing it. But “Do you still 
wind your watch?” starts them 
wondering. Often, it’s the one 
argument that can shake a man 
loose from the watch his Great 
Aunt Gussie gave him for learn- 
| 





6. It’s amazing how many of your customers still don’t 
know about self-winding watches. Tell them why you 
never have to wind a Mido. How you can actually swim 
with it. How it is protected against hard knocks and has 
an unbreakable mainspring. Why motors can’t affect its 
anti-magnetic movement. Now your're selling. 


ing to play ‘“‘Humoresque.” 


Toe SEND FOR THIS CATALOG TODAY— 


it's the best selling friend you ever had! Contains the world’s largest 
selection of styles in self-winding watches for men and women. Calendar 
watches. “Invisible crown” watches. And Mido “Miniatures”, world’s 
tiniest self-winding watches for ladies, including diamond and gold 
bracelet models. 





Mido Watch Company of America, Inc., 580 Fifth Avenue, New York 36. In Canada: 699 St. Maurice St.. Montreal | 
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3. Right you are, George. But 
hear us out. There’s a way to sell 
watches in the Spring over and 
above your gift business. Mido 
dealers proved it last Spring—by 
asking their customers the same 
provocative question Mido poses 
in its national ads, to wit: “Do 


you still wind your watch?”’ 





7. Ladies’ self-winding watches, too! When Mido intro- 
duced the world’s smallest self-winding lady’s watch, we 
were frankly unprepared for the eager demand. It proved 
that self-winding watches were as right for women as for 
men—provided they were fashion right...and really 
worked! These Mido Miniatures, smaller than a dime, 
have opened up a whole new market for jewelers. 





4. Everybody talks about awak- 
ening a replaceme nt market in 
watches. Mido has done some- 
thing about it. You can make it 
work for you by selling your cus- 
tomer on the one BIG watch im- 
provement of the century—the 
self-winding watch. And the con- 
vincing is easier with a Mido. 





4 





8. Any way you look at it, there’s no self-winding line 


like the Mido line! 


—the world’s largest selection of styles 

in self-winding watches. 
—the world’s smallest self-winding ladies’ watches 
—the only maker of self-winding watches only. 
—the price protected line. 





‘‘Build a better self-winding sales 
pitch (with Mido) and customers 
will wind a path to your door.”’ 


— —_—————— 
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Reed & Barton 


CAMEO 
STERLING SILVER 


VOGUE, 


MADEMOISELLE, SEVENTEEN, 
es WY CO) ON MOTE RV 1\Y As (OOS) OER 
GARDEN, HOUSE BEAUTIFUL. 

LIVING, NEW YORKER, BRIDES, 
5511 B) OMRCam s OVI MELO LON LAV EDMD 





























Reed & Barton heralds the return to elegance 


with this newest sterling silver pattern 


4 piece place setting $27.75 © 6 piece place setting $39.75 * 32 piece service for 8 $222.00 ¢ FTI. 


For nearest store, and booklet on this and 15 other great Reed & Barton solid silver patterns, write Reed & Barton silversmith, Dept. YH59, Taunton. Mass. 
& I } 








RONSON pocket lighter 
double bonus offer! 








FREE! -~.2¢ FREE! 
PROFIT. ee Beautiful and PLEASURE e e e Luxurious Beacon Sport Pack blanket-robe, large 50” x 70” 


Ronson Cupid Table Lighter in rich size, in handy plaid zippered carrying case. Sturdily woven, made of selected blend of warm 
enamel. Extra-Profit Sale For You, and durable rayon and nylon. Ideal for picnics, to take to the game, for the beach, for the 
Retail Value $16.50. home or auto. A welcome gift for all the family ... all year ’round! 


YOU GET BOTH LIGHTER AND BLANKET FREE, WHEN 
YOU ORDER THESE 6 FAMOUS RONSON LIGHTERS! 








Sport Capri Essex Highlite Whirlwind Imperial 
Suggested Retaii $6.50 Suggested Retail $8.50 Suggested Retail $8.95 Suggested Retail $9.50 Suggested Retail $9.50 Suggested Retail $10.50 


HERE'S WHAT YOU GET IN ORDER THE RONSON 
RONSON'S PL-6 LIGHTER OFFER: PL-6 ASSORTMENT 


6 Fast-selling Ronson pocket lighters Me O WwW 


Suggested Retail Value ...........-. $53.46 
Your cost at national average selling price 32.07 


YOUR PROFIT............ $21.38 


plus BONUS +1 Free Cupid Lighter ..... 16.50 
TOTAL PROFIT............%37.88 maker of the world’s greatest lighters 
plus BONUS #2 Free Bianket-Robe and electric shavers 

















RONSON CORP.,.WOODBRIDGE, N.J.: TORONTO ONT.; LONDON, ENG, 








JEWELERS 
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When the designers of leading national watches 

choose Baldwin Bands as “original equipment” on their 
watches, it means confidence from the best of sources. 
They know Baldwin will give as much satisfaction as the 
watch itself, in long-term, trouble-free service. 

They know because Baldwin has proven itself. 


Behind the proof are Baldwin's 100% stainless steel 


construction, exclusive Total Flexibility with free-floating 


rivets, and unique 68-year wear tests by a 
leading testing company. And Baldwin adds 


its own confidence through its no-questions-asked, 


immediate replacement guarantee. 


= tree-floating rivet 


The free-floating rivet leaves top and bottom liners free for 
movement in any direction 


Ask your wholesaler for illustrated pamphiet 


BALDWIN Bracelet Corp., 22 West 48th Street, New York 36, N.Y. 
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IS WHAT TURNS 
SHOPPERS 
INTO CUSTOMERS 


The Whiting & Davis tag proves they re 
getting the real thing, genuine Whiting 
& Davis bags and Mesh-Mates® and 
genuine Whiting & Davis jewelry 

beautiful in design, beautiful in work- 
manship and beautiful in quality of 
materials ...so that every piece you 


sell helps sell you. 
WHITING & DAVIS COMPANY. INC. 


Plainville . . . . Massachusetts 


HAND IN HAND WITH FASHION 


SINCE 1876 
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We make more customers with their merchandise 


“We can’t guarantee that your customers will kiss your 
salesmen when they see Columbia Tru-Fit rings. But 
we're sure you'll say what most franchised dealers say: 
‘We close more sales—make more profits with Columbia.’ 
The reasons are obvious. Columbia Tru-Fit rings sparkle 
with quality and value. The Guardian Angel is an ex 
clusive feature that gives these rings positive identity. 


And most important- Columbia backs its stellar mer 


chandise with ideas that not only help sell the rings but 
help give your store position in your city. Columbia is 


a franchise well worth having. Make sure that you se 


the new Columbia line, also the seamless wide-band gold 


Imperial wedding rings. They sell like costume jewelry 


COLUMBIA 


TRU-FIT DIAMOND RINGS 





Now in its third big year 


the Hamilton Electric Watch 


1957: History was made when Hamilton introduced 
the Klectric Watch? 


making in over 500 years! 


first major advance in watch- 


1958: Production and distribution were expanded 

consumer interest and demand continued to grow. 
1959: Now a proven performer and a recognized 
best seller. the Electric Watch is in full-scale pro- 
duction. Dramatic new styling, aggressive promo- 


* Patent Pending 


tion. vigorous advertising — all make this the year 
of opportunity for the Hamilton Jeweler. 

And Hamilton keeps its name foremost in the 
At right is 
the latest Electric Watch advertisement appearing 


minds of your best watch customers. 


in Reader’s Digest and Sports Illustrated in April. 
Reprints are available for your counter and window 
display. Write: Sales Promotion Department, 


Hamilton Watch Company, Lancaster, Penna. 


LAR-KEYSTONE, MARCH 





VANTAGE 
$95 


ATLANTIS 
$110 


* Patents Pending 


Uncanny accuracy —the Hamilton Electric Watch 


This is the third year for the remarkable Hamilton Electr 


because it has fewer parts, requires less care. No mainsprina., < t 


J Be 5O IL Neer 
—on or off your wrist. A button-size energy cell Keeps the Hamilton Ele 
accurate. Cell replacement Is inexpensive—takes minutes. When ~~ 


yy | 


watch for yourself or as a gift, see the styled-with-flair Anniv, 


Watcn at YOuUT Hamilton Jeweler'’s. Hamilton Watch Com: 


¥ . Bi 
b4- creator OT the wor! i's first ele tric Nat a 











12K Gold Filled * Sterling Silver « 14K 


SPRING GIAMOR 


Unusually large assortment 

of striking new designs... 
Necklaces, Earrings and Pins... 
created in typical Carl-Art elegance. 


See them at your wholesalers 


CARL:-ART inc. 


PROVIDENCE 


New York Chicago Los Angeles 











Motorola 


Most powerful pocket radio the world has ever seen 





yr 


These 4 big Motorola 
features provide the best 
sales-closing value ever 
offered in a pocket radio. 
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TIMES MORE 


POWER 
TO GET STATIONS 







Extra amplifier transistor in RF Stage 
steps up power of signal 5 times before 


it’s sent through set. 
va 


gy / A 
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TIMES MORE lf 


POWER 


TO REJECT UNWANTED 
STATIONS 





3-section gang Tuning Condenser has 
9 times more power to select the sta- 
tions you want, reject the ones you 
don’t want. You don’t get 2 stations 
at the same time. 


or HOURS 


WITH PENLITE 
BATTERIES THAT 
COST ONLY 
17¢ EACH 





















MOST 
POWERFUL 
Pocker RADIO 


Audio Transformer delivers outstand- 
ing tone quality never before realized 
in a set this size. 






Never before has it been possible to achieve so fine a tone quality in so 
compact a set. Not until recently—when Motorola introduced a com- 
bination of these new exclusives into a portable ...amplifier in RF 
Stage, 3-section gang Tuning Condenser, Class B push-pull audio 
system with audio transformer. 

With the 8X26, you can out-price, out-play 
anything competition has to offer. Its molded 


high-impact cabinet features a tapered design, 
with rich gold-finish trim plate and tuning con- AA MO ? ORO! ys 


New Sales-Pro- 
ducing Display 
merchandises a 
convincing story in 
minimum counter 
Oe ee £e PS Re space 


trols. 3-position handle. Earphone for private 
listening. Colors: Maple Sugar and Charcoal. 
39 
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Gene Coontz, left, and Al Balewick, Summit Jewelry Inc., Akron, Ohio 


“New customers find us through 
the Yellow Pages every day” 


Says Al Balewick. “Yellow Pages advertising brings in so many 
calls, that we recently installed a second phone. I would say 
that every day we get several new buyers who find us in the 


Yellow Pages.” 


“Another thing,’ adds Al’s partner, Gene Coontz, “we’re 
located on the second floor of our building. That means no 
sidewalk traflic! But our Yellow Pages advertising has more 
than made up for that. It’s been very instrumental in bringing 
us many new customers.” 

Yes, wherever you're located, the Yellow Pages can help 
new customers find you. Why not talk it over with the Yellow 
Pages man today. Call your local Bell telephone business office. 


SUMMIT JEWELRY INC. 
“KNOW YOUR JEWELER” 


FEATURING We Clean & 


‘* DIAMONDS pln 
e SILVERWARE = Wail. Free of 


Al Bole wick ° JEWELRY Charge Gene Coontz 
“SERVICE” IS OUR MOTTO—CALL US FOR: 


e WATCH REPAIRING 

o JEWELRY REPAIRING | POrtage 2-7667 | 

e DESIGNING & MANUFACTURING 

° ENGRAVING A SHORT WALK TO THE 2nd FLOOR 

© APPRAISALS FOR ESTATE AND MEANS A SAVINGS TO YOU. 
INSURANCE PURPOSES ROOM 203 OHIO BLDG. 


DISPLAY AD (shown reduced)—picturing partners—is proof of 
Yellow Pages’ effectiveness. Often, new customers call and ask, 
“Am I talking to Al or Gene?” In addition, ad quickly identifies 
the store’s upstairs location. And listings under 8 headings 
further boost sales and repair jobs for Summit Jewelry. 


























—the buying guide that tells 9 out of 10 people WHERE to find what they want to buy. 





HERE LIES 


the 


WANT AD 
SECRET 


\C-K continually runs more 
classified advertising than 
any other allied publication. 
Why? . . . it’s very simple. 
The fact is that JC-K is read 
by the aggressive jewelers. 
Men who know what they 
want and know where to get 
it. Men who demand action 
from every idea they insti- 
tute, every dollar they spend. 


On page 199 you'll find the 
rates and regulations and the 
order blank for placing a 
classified ad. Whether its 
something you want to sell 
or buy, or perhaps hire a 
good man, you'll be amazed 
at the quick responses you'll 
get through the classified 
section of JC-K. 

Why not send yours in—now! 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART! 


by Manny 
Silverman 


TO THIS JEWELER “SALE” 
WAS A NASTY WORD 


IF YOU TOO BELIEVE THIS, YOU ARE NOT 
ONLY BEHIND THE TIMES .. . BUT BECAUSE 
OF THIS UNREALISTIC ATTITUDE, YOU MUST 
EVENTUALLY BE FORCED OUT OF BUSINESS 


Ou r y -r ma leweler reqora 
| ' 


sre. He explained that 


rore wos esTa yeor ago, and haa 
His business has been on the down grade for the 
past five or six years, but he stubbornly refused to 
do anything about it. He had been reading my 
"STUFF" (his words) for many years and finally 
decided to call us. 
(| later found out that he had written to over 50 
jewelers for whom we had conducted sales, and 
received their very favorable replies before he con- 
tacted us.) 
Upon analysis of his business, | was almost angry 
is pigheadedness. He had a firmly established 
trade business that he had allowed to 
almost nothing. 
| tid 95% of the bride business in 
elling the sterling and china gifts; but his 
Jiamond business was down to only about 10% of 
lume, and his watch business was in an even worse 
conaition. 
His inventory was $140,000 and he was doing about 
$85,000 per year. 
This deplorable condition existed, only because he 
retused to accept the realities of our changing 
e nomic CONnaiTions. 
Luckily he contacted us before it was too late. We 
are going to conduct a sale for him in late March, 
| will keep you advised as to his progress. 
Meanwhile study your own business. Look into your 
heart, is the word sale a nasty word to you also? 
... Are you forcing yourself out of business? 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: PLaza 7-4692-3 








LETTERS... 


No JVC in 1960? 


To the Editors: 

Your editorial in support of the 
Jewelers Vigilance Committee was com- 
mendable indeed. It’s a pity that such 
support must be solicited. Each jewel- 
er should recognize the need for the 
JVC and contribute of his own will. 
gut, on second thought, pity indeed 
there should be a need. “‘Let’s hope that 
1959 will be a great year for the Jewel- 
ers Vigilance Committee,” you say. Yes, 
indeed. Let’s hope that 1959 will be so 
great a vear that there will be no need 
for the JVC in 1960. 

New York TED SCHWENCK 


We're not pessimists, but we feel 
there will always be a need for JVC. 
Even though there’s a traffic light on 
that corner your little girl crosses on 
her way to school eve ry morning, ie 
know you feel a lot better knowing 
there’s also a police officer.—Ed. 


Teeners’ Credit 


To the Editors: 

We have been contemplating the idea 
of accepting charge accounts for teen- 
agers since observing your articles in 
the January issue of JC-K. We would 
appreciate anv information you can 
give us on this subject, since we plan 
to conduct a campaign to try to draw 
the teen trade. 

PARK JEWELRY CoO. 
Pittsfield, Mass. 


Granting credit to teenagers pays off 
in building long-range good will under 
these conditions: (1) Know your cus- 
tomers, their parents and home condi- 
tions. (Consult parents. if you feel they 
might object.) (2) Don’t sell beyond a 
customer's immediate needs. (3) Keep 
transactions on a business-like, grown- 
up basis. But be considerate in case of 
default—it’'ll pay off later... Watch for 
our article in April on how a Bethle- 
hem, Pa., jeweler promotes and handles 
teenage credit customers.—Ed. 


Margins Showing 


To the Editors: 

I am enclosing an article that ap- 
peared in the Dayton Daily News. Of 
all the stupid acts! Now the Co. 
[a manufacturer] publicly announces 


MAR 





retail profit margins. 

It is bad enough to compete with dis- 
counters who apparently are getting a 
greater discount than the small dealer. 
But now the buying public is advised 
in advance of how much they are pay- 
ing in profit to the dealers. 

If possible, I’d like to write an ar- 
ticle giving unit costs of manufacture 
of certain products and then see how 
the factory would like it. 

R. E. BRAUN 
Xenia, Ohio Braun’s Jewelers 


Update the ‘State’? 


To the Editors: 

Hope you'll keep running that “State 
of the Jewelry Business” statistics 
column [Feb., page 144], because I’ve 
found it a really useful measure by 
which to compare my own sales pat- 
terns ... but couldn’t you update those 
import figures a little? 

KARL R. EHRLICHE 
Minneapolis, Minn. 


The U. S. Tariff Commission, which 
gathers the import figures, has a tre- 
mendous task, simply cannot release 
figures any faster than it does. Actual- 
ly, we get an advance release.—Ed. 


A Cultural Matter 
To the Editors: 

On Jan. 9, 1959, Jewelers Vigilance 
Committee Inc. released for publication 
excerpts from a letter of the Bureau of 
Consultation of the Federal Trade Com- 
mission relating to the use of “‘cul- 
tured,” “created by man” and ‘“man- 
made’’ in conjunction with emeralds. 
sapphires and other precious stones. It 
should be noted that the opinion ex- 
pressed by the Bureau of Consultation 
in that letter is not the opinion of the 
Federal Trade Commission. 

Recently we and our attorneys en- 
gaged in discussions with the Bureau of 
Consultation relative to the use by us 
of the world “cultured” in connection 
with Chatham emeralds. ... We are 
confident that, based upon scientific in- 
formation, opinions of experts and 
other information supplied to the Fed- 
eral Trade Commission, our position 
that the use of “cultured” is proper will 
ultimately be upheld... . 

CULTURED GEM STONES INC. 
Division of Ipekdjian Inc. 
New York 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 


Sts., Philadelphia 39, Pa. 
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i Rosary of the Whontl : 


Catamore Rosaries handsomely crafted of 


precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


y Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R316/100-525 $10.50 


Genuine Mother of Pearl. 
Hand engraved cross and 


center. 
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in a wide variety of chain designs 
Available in Sterling Silver 1/20-12 K.G.F. 10K and | 
[Lo 
ony 
SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN COMPANY 
PROVIDENCE @ RHODE ISLAND 


NEW YORK CHICAGO LOS ANGELES 














JEWELRY DEPARTMENT DISCOUNT 
STORES STORES STORES 


They stand behind their merchandise. 

You can have the greatest confidence in them. 
They have the most courteous sales people. 

You can rely on their advice. 

They have the greatest selection of watch brands. 


& 
¥ 


*Percentages Imcharts indicate contlmer 
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don’t t 


they someti 


JEWELRY DEPARTMENT DISCOUNT 
STORES STORES STORES 


They are higher priced than others. 
They carry the least expensive brands of watches. 4% 
They give the best price on the watch you want. 32% 


They are the most convenient if you have other 
shopping to do. 








only girl 





is not 


wooing! 








We're giving the ladies the value 
they ve always wanted: magnificent designs 
in I7-jewel, shock-resistant watches that 
are priced unbehevably low. 


Women want value. You want 
profits. And here’s the answer 
to both: 


Croton’s 3 great lines of 
women’s watches. 


FEMINA SERIES 
INCABLOC 
10k. white or yellow gold 
plate, steel back. 
Shirley 


Cost 13.90 each 


They’ve got everything. Hand- 
some design. Expert detailing. 
Rugged insides! Every watch 1s 
17-jewel, guaranteed shock- 
resistant, with a guaranteed un- 


breakable mainspring and balance 


staff. A lot of watch for the 
money! There’s never been a value 
to compare. And don’t kid your- 


self, women'll know it! 


Order these 
ladies’ watches now. 
Give ‘em a good display, they’re 
more than worth it. And stock up 
on all you can handle. They’re al/ 


good for plenty of profits. 


DEBUTANTE SERIES 
10k. yellow gold plate 
top, steel back, with bracelet. 


Christine .... 39.95 
Penni 


Cost 17.40 each 


a 
. Femina Series 


« Quantity Model 


PETITE SERIES 
INCABLOC 
10k. white or yellow gold plate, 
stee! back, bracelet. 


Cost 20.10 each 


* CROTON WATCH CO. . 
> 404 Fourth Ave., New York 16.N.Y. ° 


° . 
« Please send me the following . 
: Croton watches: : 


Debutante Series Pett 


e Series 
Quantity Model Quantity Model 
Daisy Bridget Poll 


y 


Shirley Penni Ds iV 


Lillie Christine Bonnie « 


* Name 


Store Name 


. Addre ss 


© City 


CROTON NIVADA GRENCHEN 
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For Profitable 


Credit Selling abe Keepsake . Stafire ! ) 
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DIAMOND RINGS 


by Keepsake 























The Biggest 1-2 Combination in Diamond Rings! 
Saal complete dealer sales aids S Mer larger diamonds in | 


program ...ad mats, motion dis- smart ring styles ...with lifetime 
plays, neon sign, in-store dis- exchange privilege, permanent reg- 
plays, theater commercials and istration and guarantee, and pro- 


consumer literature. tection against loss of diamonds. 


HR special new Starfire Diamond “Friendship” Ring promotion for teen-agers. 


A. H. POND CO., INC. — SYRACUSE 2, N.Y. 








They're New... 


Engagement ring and matching wedding 
band come in 14K white, yellow gold or gold 
and yellow gold combination. From Alsan 
Mfg. Co., 62 W. 47th St., New York. 


Modernistic ball-point pen executive desk 
set has molded ash tray and cigarette com- 
partment. $20 retail. From Parker Pen Co., 
Janesville, Wis. 


‘Refiection,’” new 1847 Rogers Bros. silver- 
plated pattern, has floral scroll design. Fifty- 
two piece service for eight retails at $89.75. 
Complementary line of hollowware available. 


Diamond dinner ring (left) features mar- 
quise, round and baguette diamonds in fash- 
ionable cluster; wedding band (right) reflects 
vogue in wide design. From Oscar Heyman & 
Brothers, Inc., 642 Fifth Ave., New York. 




















An exclusive franchise 
used as a retail sales tool! 


The exclusive Lord & Lady Elgin franchise now 
enjoyed by leading jewelers from coast to coast 
will be extra valuable in 1959. Strong national 
advertising will create demand, and emphasize 
that a Franchised -Jeweler’s is the Best Place to 
Buy an Elgin. Also, the franchise is now an eye- 
catching retail sales tool: 

Contained in a handsome alligator pad for 
your counter, the left side shows your franchise 
certificate, the right side displays Lord & Lady 
Elgin watches on a rich red velvet pad. No cus- 
tomer can fail to be impressed. 

Take advantage of your exclusives! Adver- 
tise, promote, sell these new and different styles, 
offered only in the Lord & Lady Elgin line, and 
get the fullest use, the greatest profit from your 
Lord & Lady Elgin franchise! 


For information on how to qualify as a franchised 
dealer, see your Elgin representative or write to: 





Here is just one of 
the many new STOCK 
jewelry boxes illus- 
trated in our new cata- 
log. A metal case covered 
with imitation leather for 
ladies’ jewelry. Our com- 
plete line of 8O stock jew- 
elry boxes is available 
through material sup- 
pliers, for immediate 
delivery. 


Our 1958.59 
catalog mailed 


on request 


We will gladly design 
your own specialized 
package for you 


ey. 


m 


HOPE STREET © ATTLEBORO FALLS, MASS. 








HANOVER 


GERMAN INDUSTRIES 


FAIR 


april 26-may 5, 1959 


4,300 Export Manufacturers 
of Industrial and Consumer Goods 


INDUSTRIAL: All types of Machinery*—lIron and 
Steel — Electrical Engineering — Optical — Pre- 
cision Instruments — Atomic Energy — Aviation 


— Petroleum — Office Machines. 


CONSUMER GOODS: China, Ceramics, Glass 
— Jewelry and Silverware — Watches and 
Clocks — Radio, TV and Phonograph Sets 


— Electrical Appliances. 


ety tt not be shown o' 1959 Foir 


For descriptive folders, admission passes, 
room reservations: 
German-American Chamber of Commerce 
350 Fifth Avenue, New York 1, N. Y. 
Wisconsin 7-0727 








They're New... 


Wedding ring ensemble features inlaid 
crosses, solid die-struck shanks. In 14K white, 
vellow or yellow and white gold. From I. Ros- 
kin, 21 W. 46th St., New York. 


eG Ct 


Jacoby-Bender’s “Ivy League” collection of 
washable nylon watch straps features a dozen 
different color combinations as well as solid 
brown, tan, gray and blue. Retail $1.25 each. 
Card of six costs $6 Keystone. 


Stainless steel “Regulus” is one of three new 
Hamilton electric watches. Features luminous 
hands and _ red-tipped sweep second hand. 
With tapered strap of padded grey lizard, 
$100 FTI. 


“Forever Together” setting has two-in-one 
styling. Engagement and wedding ring are 
molded together on one shank. Available with 
patented “Feature-Glo” setting. From Fea- 
ture Ring Co., Ine., 130 W. 46th St., New 
York. 





Demonstrate the difference 
a palladium watchband 


makes.. tt... 


EXTRA SALES! 


Nice watch... but black pai looks too plain... add 
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a gleaming white palladium watchband...and your 
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customer has an important-looking watch bracelet... 
you make an extra profit. (Exclusive with Spinl-Levine) 








Show these new palladium watchbands to customers Let them see the exciting difference that a gleaming 
when you're selling a new watch... or when deliver- palladium watch attachment will make. Suggest a 
ing a customers watch after cleaning or repair. palladium attachment for gift-giving occasions. 


Order these attachments now... or send for them on Memo* 


A. Smart simplicity in all-precious palladium... Mail coupon now for watch attachments. 
End pieces to fit all watches. Also get 
i free catalog of palladium and platinum 
cuaranteed, S69 Keystone. jewelry, mounted and unmounted. 


strong. gleaming. wonderfully flexible and fully 


A LE AROS TS ERR KET SOS 9 RENEE EN 
Spinl-Levine Mfg. Jewelers ! 


B. Handsomely hand-engraved palladium with a 18 West 48th Street. New York 36. N. Y. 


jewel-like effect. Top quality workmanship.. 


fully guaranteed. $74 Keystone. 


PALLADIUM 


—a precious metal of the platinum group 
Store. __ . | 
The Platinum Metals Division — The International Nickel Address __ Ee eee 
Company, Inc., 67 Wall Street, New York 5, N.Y. City. Zone _ State 
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CANDLESTICKS 
STAN D for 
ROMANCE 





The shape of things to come in gift-wise candlesticks...to retail at $19 
each or $38 the pair including federal tax. And a full 100% mark-up for 
you. Celsa Corporation of America, 1 East 57th Street, New York 22. N.Y 
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For the BASKETBALL ARMY 


by Qisd, 


For this season’s army of basketball 


players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 





They’re New .. . They're 





Marquise-cut diamond is mounted in plati- 
num and flanked by tapered baguettes. $975 
retail. From Henry H. Harteveldt, 630 Fifth 


Ave., New York. 





ladies’ watch, is in 14K gold 


“Capucine,”’ 


and has 17-jewel, Incabloc-protected move- 
ment. With six diamonds, $205 Keystone. 
From American Lip Corp., 610 Fifth Ave., 
New York. 








Se 
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“Cotillion,” 30-hour keywound bell alarm, 
has solid brass fluted case in sunburst design, 


| a E 





raised brass numerals, luminous hour dots 
and hands. $10.95 retail. From Seth Thomas 
division of General Time Corp., Thomaston, 


Conn. 





Wedding and engagement ring set has inte- 
grated parts, diamonds totaling 1/3 carat. 
$249 retail. From K. Polishook & Son Corp., 
216 E. 45th St., New York. 
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Yours to Profit By 


“Radiance” sunburst pin is available in va- 
riety of pastel hues as well as jewel stone 
tones. It retails at $15. From Trifari, 16 E. 
40th St., New York. 





- 


Universal table mixer has 12 speeds, slide 
tab in base that lists correct speed for every 
mixing operation, detachable head for port- 
ability. With two bowls, $45.95 retail. From 
Landers, Frary & Clark, New Britain, Conn. 


Klex-Let’s newest watch band (style 160) 
has a hand-lapped finish and “click-fit Size- 
Q-Matic” design that permits quick sizing 
without tools. 14K gold filled. $10.95 FTI. 


$7.80 Keystone. 


Three-piece smoker set consists of sterling 


silver table lighter and cigarette urn and tray 


with Formica center, sterling edyve. $16 retail. 


Krom Crown Silver Inc., 48 Walker St.. New 
York. 


52-PAGE 


CATALOG | 


shows 


OUTSTANDING 1959 Line of 
REH - craft 
TROPHIES and AWARDS 


Dramatic! New! Complete lines of 
matching individual and team awards 
for every Sporting, All-occasion and 
Incentive award! Also Custom-made 
miniature replicas of products, trade- 
marks, buildings! Finest quality, 
most diversified appeal, easiest 
selling prices! All available 
for fast delivery, fast sales! 
ALSO SHOWING the profit- 
able REH-craft line of 
PLAQUES that make money 


for other firms like yours! 


WRITE for your FREE COPY now! 





A.C. REHBERGER CO.'* 


we ace, BOn ae Cr Oe ae on eee a ene 


See your wholesaler today and join the 
thousands of retailers already profiting 
from this terrific seller. 


LZ Gotldstein-Gerson co. inc. 


130 WEST 46th ST. © NEW YORK 36, N. Y. 





FASHION-RIGHT | They’re New... 
SALES LEADER 


4 T HE latest entry in the 
success sweepstakes fea- 
tures all sales winning 
Watchbands extras 
plus a unique new touch 
of jet black. Available 
with a choice of all jet 
black or alternating jet 
and gleaming mesh inserts 
contrasting with 1/20 10 
Kt. Gold Filled and Stain- 
less Steel tops. Men will | micnaiecaitame ie 
be looking for these sales Florentine designed men’s ring has finish 
clinching exclusives. the manufacturer says is long lasting and 
easy to keep clean. From Falcon Stone Ring 
136 W. 52nd St., New York. 




































"Sleight of Hand" sizing 
Slide and Lock end lug Mfg. Co., Ine., 


Write for illustrated price list and 
list of whoiesaters in your area. 
Each band handsomely packaged in 
attractive Mark Vil display package 


1602—Jet Black 
1603—Mesh and Jet Black 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 





NORTH ATTLEBORO, MASS. 


WATCHBANDS INC. 








This book is yours—FREE 
.Builds Copper-Plate Engraving Sales! 


a ¢ ANNOUNCEMENTS ¢ INVITATIONS 
(ey © INFORMAL NOTES @ CALLING CARDS 





“Suspense” electric clock has hands and 
Plexiglas disk that are rotated by brass bead 
chain driven by concealed motor. Etched 24h 


Kay-Dek engraving is respected everywhere 
for its fine quality, its faithfulness to an gold filled numerals and 24K gold plated case. 
ancient art. Yet, its cost is nominal. - , . . ‘ . ’ ’ 
The 15th Revised Edition of Kay-Dek’s $50 retail. Krom Jefferson Electi i¢ Co., Bell- 
~f 4 Catalog of samples will quickly convince wood, Iil. 


your customers. Send for your copy. 


Write today on your KAY- DEK < C NGraUING Co. oy I ne. 


letterhead for Catalog 
ond information on Dept. J Richmond Hill 19, New York 


discounts ond service. 





for 8-Day & Grandmother Clocks 


We manufacture a large range of 
movements, and fit-ups for clocks, 
watches and barometers. 

These include Marine, Strikes, 
Chimes, Alarms, etc. 





Manufacturers’ and dealers’ 
inquiries invited. 


SMITHS CLOCKS 
AND WATCHES LIMITED 


"Famous for all Time’ 
45 W. 45th St., New York 36, N.Y. 
JUdson 2-3959 


West Coast Distributor: R. W. Holwick, 372 So. Dos Caminos Ave., Ventura, Calif. 


Setting with polished metal facets gives 
illusion of greater size to emerald cut dia- 
monds. Entire ring is die struck. From Kar- 
lan & Bleicher, 136 W. 52nd St., New York. 
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COAST-TO-COAST REPRESENTATION 

SHOWROOMS: 
NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES—Brack Shops, 705 
DALLAS—Trade Mart, 1400 
MIAMI—46 SE Eighth St. 
LONG LAKE, MINN.—Route 12 er, 
SEATTLE—614 Terminal Sales Bldg. = 


FOR BIRD LOVERS 


814" Toucan $30.00 dz. pcs. 
634"' Bird of Paradise 21.00 dz. pcs. 
8’ Cockatoo 21.00 dz. pcs. 
734’ Bird of Paradise 30.00 dz. pcs. 
912" Crane 30.00 dz. pcs. 
10’ Long Tail Rooster 30.00 dz. pcs. 
9 Quetzal 30.00 dz. pcs. 
914'' Macao 30.00 dz. pcs. 
1134" Golden Pheasant 4.80 per pr. 
91/2"’ Rooster 7.50 per pr. 
814"' Pheasant 2.00 dz. pr. 
7/2" Pheasant . . pr. 
51" Duck i . pr. 
61/"’ Rooster . pr. 
61/2" Rooster ; . pr. 
5" Cockatoo . . pr. a i ieee 


”“ ’ oS Ree x8 
5” Cockatoo P | es ar, SE Wal Ss china Sie 


All Imports are shipped: teFTON-PaAciFic INC. GEO. ZOLTAN LEFTON CO., Imports 


F.0.B. Geo. Zoltan Lefton Co. nap we. sue anne 
Chicago Warehouse or ; GENERAL OFFICE & WAREHOUSE 


F.0.B. Lefton-Pacific Inc., LOS ANGELES, CALIF. 3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
Les Angeles Warehouse For 11 Western States CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


: 





They re New... 


FASHION -RIGHT 
SALES LEADER 


a4 T HE latest entry in the 
success sweepstakes feo- 
tures all sales winning 
Watchbands extras 

plus a unique new touch 
of jet black. Available 
with a choice of all jet 
black or alternating jet 
and gleaming mesh inserts 
contrasting with 1/20 10 
Kt. Gold Filled and Stain- 
less Steel tops. Men will ™ spina ata 

be looking for these sales Florentine designed men’s ring has finish 
clinching exclusives. the manufacturer says is long lasting and 
easy to keep clean. From Falcon Stone Ring 
W. 52nd St., New York. 


—— 

































"Sleight of Hand"’ sizing 
Slide and Lock end lug Mfg. Co., Ine., 136 


Write for illustrated price list and 
list of whoiesa'ers in your area. 
Each band handsomely packaged in 
offractive Mark Vil display package 


1602—Jet Black 
1603—Mesh and Jet Black 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 





NORTH ATTLEBORO, MASS. 


WATCHBANDS INC. 





This book is yours—FREE 
.Builds Copper-Plate Engraving Sales! 
¢ ANNOUNCEMENTS @ INVITATIONS 





“Suspense” electric clock has hands and 


(E335 © INFORMAL NOTES e CALLING CARDS Plexiglas disk that are rotated by brass bead 
Ne Kay-Dek engraving is respected everywhere chain driven by concealed motor. Etched 24h 
for its fine quality, its faithfulness to an gold filled numerals and 24K gold plated case. 
ancient art. Yet, its cost is nominal. <a ; : "i ‘ ‘ : : 
The 15th Revised Edition of Kay-Dek’s $50 retail. From Jefferson Electric Co., Bell- 
% Catalog of samples will quickly convince wood, Ill. 


your customers. Send for your copy. 


Write today on hn od KAY- DEK < C NgrAUENG Co. oy SFaue. 


letterhead for Ca 


and information on Dept. J Richmond Hill 19, New York 


discounts ond service. 
-_ <—- ae 
‘ - J 
. 


MOVEMENTS & FIT-UPS & S 


for 8-Day & Grandmother Clocks 


We manufacture a large range of 
movements, and fit-ups for clocks, 
watches and barometers. 

These include Marine, Strikes, 
Chimes, Alarms, etc. 








Manufacturers’ and dealers’ 
inquiries invited. 


SMITHS CLOCKS 
AND WATCHES LIMITED 


“Famous for all Time’ 
45 W. 45th St., New York 36, N.Y. 
JUdson 2-3959 


West Coast Distributor: R. W. Holwick, 372 So. Dos Caminos Ave., Ventura, Calif. 


Setting with polished metal facets gives 
illusion of greater size to emerald cut dia- 
monds. Entire ring is die struck. From Kar- 
lan & Bleicher, 136 W. 52nd St., New York. 
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UGH 


Yor Bid tover 


COAST-TO-COAST REPRESENTATION 
SHOWROOMS: 
NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES—Brack Shops, 705 
DALLAS—Trade Mart, 1400 
MIAMI—46 SE Eighth St. 
LONG LAKE, MINN.—Route 12 
SEATTLE—614 Terminal Sales Bldg. . 


4 


FOR BIRD LOVERS 


814" Toucan $30.00 dz. 
634"' _— ” Paradise a .00 dz. 
8’ Cocka 00 dz. 
73%"' Bird a Paradise $0. oO dz. 
9'12"' Crane 30.00 dz. 
10” Long _ Rooster 30.00 dz. 
9” Quetzal 30.00 dz. 
914'' Macao 30.00 dz. pcs. 
1134 Golden Pheasant 4.80 per pr. 
91/2" Rooster 7.50 per pr. 
814"' Pheasant 42.00 dz. pr. 
71/2" Pheasant 24.00 dz. pr. 
30.00 dz. 
24.00 dz. 
6)/2"' Rooster 24.00 dz. 
5"’ Cockatoo 21.00 dz. pr.  . + ay a J, 
142 5° Cockatoo 24.00 dz. pr. ea OO — 


All Imports are shipped: terron-paciric INC. GEO. ZOLTAN LEFTON CO., Imports 


F.0.B. Geo. Zoltan Lefton Co. aa 77 STREET 
Chicago Warchoves or w. GENERAL OFFICE & WAREHOUSE 
LOS ANGELES, CALIF. 3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 


F.0.B. Lefton-Pacific Inc., 
les Angeles Warehouse For 11 Western States CHICAGO SHOWROOM: 1555 MERCHANDISE MART 
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Friction Post Ear Screws 
for pierced ears 
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Ear Screw 


\. [a le lddlale) convenience, Je 0] ab Amro late meaelaahiclamel¢-mal-1a- 
without question when you use Cobb Friction Post Ear 
Screws. Positive spring action clutchtholds securely, adjusts 
quickly and easily on smooth, nonsthreaded post — elim- 
inates screwing on ear nut. Thin, rigid post gives wearer 


Walle l¥[-m-1olddlaleMaclashiolas 


~R- CO B B Company 








Model 514 


ch 


& fj?» 


Choose from the Cobb Co!- 
lection . . . the most com- 
plete line of friction post 
ear screws for quality ear- 
rings. Available in 14K, 
12K, 10K, GF and Sterling. 
Sold through jobbers every- 
where. 








101 SABIN STREET 
PROVIDENCE 3, R. |. 














They’re New... 


Patek Philippe 18K gold men’s watch 
(model 2588) has 18 jewel movement with 
patented “Gyromax”’ balance. Bracelet woven 
of 18K gold. $1025 FTI. From Henri Stern 
Watch Agency, 587 Fifth Ave., New York. 


Three-piece set consists of sugar bowl, 
creamer and nine-inch tray in Paul Revere 
pattern by Oneida Community Ltd. $15 retail. 
Unit is also available without the tray or 
without the sugar bow! cover. 
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» by 
Barel Bridal matched wedding ring set 
(T258 and TL258) has diagonal panels of 
diamonds flanked by tapered baguettes. In 
14K white or yellow gold. From Bridal Ring 
Co., Inc., 87 Nassau St., New York. 


“Thermo Tray” supper set includes a 12- 
by-9-inch heated-surface tray to keep foods 
warm, two two-cup coffee carafes and two 
casserole bowls. $19.95 retail. From Cornwall 
Corp., 48 Wareham St., Boston. 
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Dis tinctive CG reations 
in ine 


14 _Kt. oul 18 _Kt. Gold 
Hewelry 


f 


Clips, Ear Clips 
Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


: | Parts. | 
Preformed Parts. Ine. 
ASSOCIATED WITH GEO. SCHULER & CO., INC. 
220 Bedtord Road. Pleasantville. N. Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N.Y. 











TRAFFIC BUILDERS! 
Also available — Elk, — I'44 in. Dia 
Shrine, Eastern Star key | Paper \iE 

: 





chains, $15.00 per i100 
—may be asst'd 














All coins gold-plated 
bronze Newspaper mats 
furnished Each can be 
advertised for 49¢ or given 
free with other purchase 
Promotional possibilities 
unlimited! Terms: 10 days 
net to rated jewelers 
Others, cash with order 


MASONIC KEY F.0.B. Nashville. (3 tbs MASONIC 
‘ . per C.) Postage prepaid 
CHAIN—I in. diam. if check accompanies COIN 


, - order Cost to You $10.00 per 
Your Cost—$i5.00 per 100. Minimum order 
100 Minimum order Special Order Mixed orders accepted 
Mixed orders accepted Coins & key chains for Space to engrave lodge 
Space on back to en- anniversaries, commenda- name. number and date 
grave name, lodge, etc. tions, dedications of degrees 


Box 2703, Dept. J-3 


GOLDNER ASSOCIATES Nashville, Tenn 











presents +++++> 


ac=/ tne 
RELIGIOUS 
MEDALS 


CHAINED AND BOXED 
available in 10K & 14K 
yellow gold or yellow & 
white. Ask your wholesaler 
to show you the complete 
B & B line of the finest 
in jewelry. 

‘WRITE FOR COMPLETE INFORMATION 


BARRASSO G@: Bites t INC. 
31-33 GOVERNOR STREET, NEWARK, N. J 
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NOW BETTER THAN EVER! 


From the originator of self-sizing watch 

bands another J-B first! Unique new | 
key slot in all men’s Multi-Size expansion 
bands and idents locks each link bd | 
into place! Links can’t separate unless | 


you take them apart. No tools needed! 
No risk of returns—its the quickest, 


surest self-sizing construction. | Size BEST 
s=2= 8 8 8 


OS ARMORED MESH 
WITH MULTI-SIZE ADVANTAGES! 


Twin strands of daintily ribbed armored 
mesh gracefully taper from end to . 
center catch. Lift box cover, snip off 
unwanted length and band is custom-sized! 
Three end styles fit every woman’s 
watch... straight, curved or ring ends. 
Longer-than-average regular length 
adjusts to fit most every wrist. 


/ 
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AX LADIES’ TELESCOPES WITH 
PUSH-PIN ACTION PROVED! APPROVED! 


Not a repair required since we introduced 
our new, slim Multi-Size ladies’ telescopes 
with push-pin action last year! No 

special tools needed! The secret’s in 

the Push-Pin! No need to expand 

band or to bend any parts... that’s why 
only J-B Multi-Size Telescopes retain 

their original strength—are never 
weakened by sizing! 


, LADIES’ EXPANSIONS — 
MULTI-SIZE FOR MULTI-SALES! 


New custom fit sales appeal for your 

customers; new stock and sell appeal for 

you! No longs or shorts needed with 

J-B's new Multi-Size conventional — 

“Z-type” ladies’ expansion bands. It’s _m MEN'S MULTI-SIZE 

easy to remove or add links, as needed. , NOW BETTER THAN EVER! 
Merely lift cover and unhinge link | ' 47045—Yel,, Retail $6.95 T.I. 
from curved arm of adjacent link. onan 48045—S.S. Retail $4.95 
Unique Multi-Size links are sure-locking - | , 

... flawless in looks and performance! 


= , me 
ae 








Remember: With J-B you stock less 2 ways: 


(1) One band adjusts to fit the sales! 
(2) Your J-B distributor’s inventory 
is yours—frees your capital. 
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SIZE FEATURES 


_ SELL BEST! 
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ARMORED MESH WITH — LADIES’ TELESCOPES | “Z-TYPE” LADIES’ 
MULTI-SIZE ADVANTAGES! “Te WITH PUSH-PIN ACTION ® EXPANSIONS—MULTI-SIZE 
#3110—Yel., Retail $8.95 T.I "| +PROVED! APPROVED! = FOR MULTI-SALES! 
#8110—S.S., Retail $6.50 I #6515—Y or W, Retail $11.95 T.1. : £ #6040—Y or W, Retail $7.95 T.1. 





Jacoby-Bender, Inc., Woodside 77, New York—Jacoby-Bender Canadian, Ltd., Toronto, Ontario Aim ,aaa ewes) aoe 
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YOUR WATCH BAND SALES IN MOTION! | 
| 
| 


For your window—this eye-catcher 

displays 6 best selling J-B styles. Revolving 

bands create glittering highlights. ; 
For your counter—two golden plastic - 
trays hold 9 bands each. 

Free display and trays with your 


| 
order for MV-24 assortment of 


2d ing J- é 
Cost-$79.95, Reta-$181.90 SHOW BEST.. 


A covonrut BANDWAGON DISPLAY 
ATTRACTS NEW SALES AND PROFITS! 


Finely crafted Boys and Girls expansion 
bands elegantly packaged and colorfully 
displayed. Three new designs with 

Y,"" and 5%’ ends. 

ST-6—6 stainless steel bands ($2.50 
retailers) on full color card, Cost—$7.20; 
Retail—$15.00. GT-6—6 yellow gold 
filled, ($3.95 T.|. retailers) on color card, 
Cost—$10.50; Retail—$23.70 T.l. 


AX sates. winune NYLON STRAPS 
IN IVY LEAGUE COLORS. 


You'll make extra sales this spring and 
all summer long with J-B’s new 1-piece 
nylon straps in handsome Ivy League 
Color Combinations. 

C404—6 Ivy League Nylon straps, 
assorted colors and widths, on full color 
display card, Cost—$3.00; Retail—$7.50. 
Also available on golden carousel 
assortments with full color header. 

















ae LEATHER STRAPS 

FEATURE STITCHLESS CONSTRUCTION! 

Slim, tapered edges and hand-finished 

stitchless construction add new elegance 

to J-B’s line of Florentine-Domed NEW WINDOW DISPLAY 
leather straps. Available in 6-on display SETS YOUR WATCH BAND 
card assortments: C223—brown selected | - SALES IN MOTION! 
alligator, Cost—$12.60; Retail—$30.00. 

C213—imported black suede, Cost—$8.10; 

Retail—$21.00. C241—black or brown 

Aztec Calf, Cost—$7.50; Retail—$18.00. 


Remember: The Jewelers’ Best resource 
is his wholesaler—the Jewelers’ Best 
line of watch bands and straps is J-B. 
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SURE DISPLAYS 


.. SELL BEST! 
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_ FLORENTINE-DOMED 
_ LEATHER STRAPS FEATURE 
 STITCHLESS CONSTRUCTION! 


COLORFUL BANDWAGON | SALES-WINNING 


DISPLAY ATTRACTS NEW | NYLON STRAPS IN 
SALES AND PROFITS! | WY LEAGUE COLORS. 


[ 


! 
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Jacoby-Bender, Inc., Woodside 77, New York—Jacoby-Bender Canadian, ‘td., Toronto, Ontario Aelia cae a- eel ae 
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Complete Watch Depatteitnts fOr 
Authorized Jewelers that Satisfy 100% of the — 
Demand for Better Quality Watches and Clocks — 


LONGINES 
THE WORLD’S MOST HONORED WATCH 


WITTNAUER 
DISTINGUISHED COMPANION WATCH 
TO THE HONORED LONGINES 


LE COULTRE 
EXCEPTIONAL WATCHES AND CLOCKS 


ATMOS 
THE PERPETUAL MOTION CLOCK 


VACHERON & CONSTANTIN 


PROUD POSSESSION OF ROYALTY SINGE 1775 
plus | 


WITTNAUER CAMERAS 


Including the fabulous CINE-TWIN, the World’s First — 
All-Electric Movie Camera and Projector Combination 


Sold and Serviced Only By 
Authorized Longines-Wittnauer Jewelers 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


LONGINES-WITTNAUER BUILDING 
580 FIFTH AVENUE, NEW YORK 36 
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y ANKEE RICHES? If you reckon 
this countrys native wealth i 


in 


terms of gem stones. were not so 
rich: considering our size. 

rock hounds 
scraping around beneath the surface 
of America the Beautiful will eventu- 


ally turn up some vast mineral trea- 


Perhaps all those 


But they haven't vet. 

the Yearbook fo: 
1956 (latest edition), the value of all 
vem material consumed in the United 
States in 1956 was around $189 mil- 
of which 


sures, 


Says Minerals 


less than | cent 
amateur 


produced domestically. 


lion: per 
finds) 


(| Note: 


a diamond? ) 


(not including was 
How 
do vou “consume ~ 

Stull. 
And our production of gem-stones is 
In 1956. we took $925,000 
worth out of our part of the earth: 
better 1955. 
Largely because we found more agate. 
States 


that did the best by us in production 


were not exactly paupers. 


increasing, 


13 per cent than in 


diamond, jade and turquoise. 


of all gems were Oregon. Texas and 
Arizona. in that order. 

Oregon led all the rest in agate 
$50.000 
ahead in jade and Nevada excelled in 


worth: Wyoming came out 
output of turquoise. 

Arizona was right up there with 
them, mining $25.000 in agates and 
$35,000 in petrified wood. And _ in 
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SPEAKING OF THE 


the famous Crater of 
Murfreesboro 
15.33-carat valued 
at $8.000. That size gem is nothing 
lo sneeze at! ... Incidentally, of the 
15.000 people who hunted for dia- 


Arkansas— at 
Diamonds in was 


found a diamond 


monds near Murfreesboro in 1956, 93 
were lucky. Average size of their 
finds: .56-carat. 

\lso included in the report is this 
bit of information: A blue- 
white rough diamond, 425 carats, was 
from New 


York jeweler during the year. 


flawless 
purchased abroad by a 

Mavbe we can't find large gem 
riches of our own here; but we're still 
the ones that can buy them. 


+ Peer NOTHING LIKE A DAME!— 
Henebry’s Jewelers (Fayetteville. 
N. C.) welcomed cordially the little 
bride of two weeks. She just wanted 


oe fk i 


But 
dupli- 


oifts. 


to exchange some wedding g 


that was all right. Exchanging 
cates and “overage” for their custom- 


JEWELRY TRADE 


ers is part of Henebry’s popular wed- 
ding service. 
“What 


* she said. 


| need is crystal goblets. 


we ll fill 


dozen. she was told. 


“Of course out your 
“Oh. | don’t care about having a 
What l need Is: SO, la, 
... 1 have do, re, me, fa!” 
“Notes of the scale,” 
son murmured wonderingly; and got 
for the little 
browse through the stock room, flick- 
ing goblets till she found all her notes. 
‘There’s something new every day,” 


dozen. tl. do. 


the sales per- 


permission bride to 


says Mary Franklin, Henebry’s man- 

ager. “But. can you beat that one!” 

| an JEWELRY TO ATOMS: Skilled 
workers in precious metal will never 

starve—not in this atomic age. 

In fact, trained artisans from jew- 

factories are 


and silverware 


sought for work on the 


elry 
being huge 


atomic power plants now being con- 
structed. 

Where else would you find crafts- 
men accustomed to meeting the close 
tolerances, strict cleanliness, care and 
inspection required in building atomic 
reactors? To say nothing about their 
know-how of bonding, shaping, roll- 
ing, melting and alloying. 


Hey there's a double-barreled field 
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THE MOST BE 
TO SHOW YOL 


e A miracle of ingenuity... simplicity! 


e The beauty, brilliance and importance of 2 rings 
-combined as 1! 


e inseparable, rings are perfectly positioned at al! times! 
@ Eliminates friction and wear, no shifting or twisting. 


e Availabie with the famous patented Feature-Gio setting 


that makes center diamond look 90% larger, 87% more 
brilliant! | 


“Forever-Together” is the big, new diamond selling oppor- 
tunity of the year developed for you by FEATURE RING! 
it's new... different ...saleable! Be first to see, buy and 
promote “Forever-Together” in your locality. 


Exquisite styles in all price ranges, handsome presenta- 
tion tray and traffic stimulating newspaper ad mats avail- 
able. Don’t wait! Contact your authorized FEATURE RING 
wholesaler today or write 











here for young fellows with keen 
minds and skillful fingers. 


os FROM THE PAST—Certain nat- 
ty gentlemen whose women folk 
do their Christmas shopping at Tif- 
fany's. now sport 24-karat gold cuff- 
links that are 1,600 to 2,300 years 
old! Not in their present utilitarian 
form, however. These cuff-links began 
life as old Greek and Roman coins. 
(Coins works of art in those 
days. designed to glorify political big- 


wigs. | 


were 


Tiffany's bought up 60 of the coins 
to make 30 pairs of extra special links. 
Retail price: $300-$775 a pair, with 
pedigree thrown in. 


J" ELS OR PINS? — Seven retail 
jewelers of San Antonio. Tex.., 
decided it was high time their public 
learned the facts about all those pin- 
the 
for 
a nearly page-size ad in the local 
daily. 

“Watches look pretty much alike 
the outside: but there’s a_ vast 
difference the block 


stated. (Centering the ad were large 


lever watches that are deluging 
market. So they pooled resources 


on 


inside.” cops 


drawings of pin-lever and_ jewelled- 


and measures gamma rays. Now, if you'd like something that tells the time... . 


JEWELERS MAR 


lever escapements, side by side.) 

“For the last few years this country 
has been flooded with watches that 
are no better than ones given to 
small children,” the copy continues. 
“They are called ‘pin-levers’ because 
they have metal pins instead of jewels 
in the escapement—the beating heart 
of your watch . . . This escapement 
makes contact with the balance wheel 
five times a second, 432,000 times a 
day, year in, year out... 

“Jewels in this critical are 
essential because they do not wear 
out 
continuous striking action occurs at 
contact points which are all metal. 
This friction produces rapid wear and 
loss of timekeeping accuracy .. . And 
there is nothing a watch repairman 


area 


while, in a pin-lever, the 


can do to make them run accurately.” 

When you spend good money on a 
watch, the copy sums up, make sure 
to get one that will “keep accurate 
time, can be repaired easily and will 


last for many years. 

ae FROM THE HAREM—Chris- 
tofle Silver, Inc.. famous old 

French firm which recently opened 

New Y ork. boasts of 


show rooms in 
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"This one tells the date, figures, longitude and latitude; computes square root 


some eye-cocking accomplishments 
during its 125-year history. 

For instance, there was the Indian 
maharajah who ordered—and got—a 
solid silver bed (weight 1000 lbs.) 


with life-size. solid silver statues of 


a bk -: 
~, { & a 
ik 


\ 


When 


sterling 


nude women at each 
His Highness lay down, these 
servitors gently wagged ostrich feather 
fans to the tune of a music box under 
the springs. 


(We suspect that this silent silver 


corner. 


service was a pleasant change from 
the hubbub of a harem.) 


Which reminds us that the Nizam 
the 
again. Now he has retired from public 
life to spend full time with his family 
42 139 chil- 


goodness how many 


of Hyderabad has been in news 


(3 wives: concubines: 


dren: knows 


erandchildren) and his treasure 
vault (a huge room filled with cash. 
gold and silver bullion, and fabulous 
jewels valued roughly at 420 million 
dollars. ) 

Throughout his life. this mogul has 
collected jewels as enthusiastically as 
a small boy collects marbles. And he 
naturally. His 


father gained possession of the 183- 


comes by his tastes 


carat Jacob diamond somewhere 


along the way and nonchalantly 
used it as a paper weight. 

the Nizam’s 
pleasantly. He writes poetry. 
drinks 40 to 50 cups of steaming black 


coffee and sorts gems. 


In retirement. davs 


Pass 


ao KS / When vou slop to 
think about it. four of our “gem- 
stones” arent “stones at all. Can you 
name them quick. quick? 

Amber ( fossil 
bearing trees) and _ jet a compact 
variety of brown coal) are vegetable: 
Rather 
the 


resin from cCone- 


pearls and coral, animal . . 


decent of us to let ‘em into 


exclusive gemstone fold! 





Intriguing, worthwhile: “I think 
the installment trade will wind 
up greatly indebted to your 
pioneering effort. We are using 
your tally sheet for a survey 
of our own; and already we 
have had a few startling 
changes of basic concepts. 

As long as people do not take 
the point score evaluation as 
the sole guide for credit, it can 
be a great boon to them. It cer- 
tainly will help inexperienced 
credit men in having a yard- 
stick of measurement.” S. A. 
Meyer, president of S. A. Meyer 

S. A. Meyer Company of Washington, Pa. Ned W. Cohen 


Excellent tool: ‘Assuming that the proper port 


values were determined for a particular location, 





this system would be an excellent tool for a 
store which does not have a person on its staff 
DOES THE PLAN REALLY WORK? 


with a good background of installment credit 


We asked the presidents of sev- experience.” Ned W. Cohen, president, Jewel 


eral large retail jewelry stores and 
chain organizations to preview the 
new ‘‘credit yardstick.’’ Here are 
excerpts from their letters of 
evaluation. (Three already have 
put the plan to practical use.) 


Box, Inc., a chain of installment credit stores 


with headquarters in Greensboro, N. C. 





Sound thinking: “I have studied 
your ‘new yardstick’ carefully both 


as a businessman and as a lawyer 











and think it represents sound, sub- 
stantial thinking. . . . I, for one, 
am going to recommend it to our 
credit manager to put into effect 
at the earliest possible date. 
I congratulate you on coming for- 
ward with this plan.” Edwin K. 
An introduction . . 

Levi, president, Rogers & Com- 
to simple credit . 
ice pany, Dayton, Ohio. 
granting: “This 
article offers an Edwin K. Levi 
interesting eval- 


uation of the 


many factors € 4 oe a s Practical, accurate: Your Cred- 


that control the a wae ; go it Point Score Evaluator is a 
extension of real guide to credit extension 
credit to the con- Myer B. Barr cn { : ra and should be used by every 


sumer. ... But | 4 : ; 
. fa? jeweler that extends credit. It’s 
a simple ‘A,B,C formula’ will never be a sub- ; 
. a fool-proof formula. ... We 
stitute for good common sense and years of i . "7 
. — ) are now in the _ process of 
thousands of caseloads of experience... . Where . 
| ' ; ' adapting this ‘Evaluator Yard- 
there is no experienced, intelligent credit man, 
. stick’ throughout our chain.” 
this formula and reasonable adherence to it will st Us t — 
Meyer Rosenbaum, president, 


reduce potential credit loss of a new credit- 
Meyer Jewelry Co., Detroit, 


granting organization.”’ Myer B. Barr, president, 
Barr’s of Philadelphia, Pa. Meyer Rosenbaum Mich. 
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With this point-score system you can 


cut your credit losses by 25%. It’s a new 


® A REMARKABLE NEW YARDSTICK for credit evalu- 
ation is now at the service of retail jewelers. With 
it, you can quickly size up a prospective customer’s 
credit-application and tell, almost immediately, 
the probability of his paying his bills. 

Retailers who use the credit evaluator (1) cut 
credit losses by as much as 25 per cent but (2) 
lose very few “good pay” prospects. 

The system, based on the pay performance of 
thousands of retail accounts, good and bad, esti- 
mates a customer’s pay potential from the bio- 
graphical data on his credit application. Then 
it tabs him a “good,” “bad” or “marginal” risk. 
In the process, the retailer is relieved of much of 
the guesswork. 

The system begins with the standard credit ap- 
plication form. The prospective customer fills it 
out, telling his marital and job status, whether he 
owns a home or rents, and a dozen other bits of 
personal history. Here, however, the procedure 
departs from the usual. A numerical value is 
placed on each key bit of information. You add 
up these numbers to get the “score.”” Where the 
score falls on a “Risk Probability” chart, tells vou 
whether or not the applicant is a good credit risk. 
The entire procedure takes only a couple of min- 
utes. It’s easier than grading a test paper. 


‘ 


Credit Manager Gets Protection 

The system sharpens the credit man’s judg- 
ment. And it’s up to the credit man—now fully 
aware of the risk—to accept or reject the credit 
seeker. The decision depends, of course, on 
whether he follows a loose or tight credit line. 

What the system does, which most retailers 
can't do—or don’t do—is to weigh the relative 
importance of any bit of biographical data in 
relation to the rest of it. The weighing is based 
on past pay-performance of customers who gave 
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by Ja mes Joseph 


identical answers and, thus, have the same bio- 
graphical background. 

The new credit concept was developed during 
15 years of research by four University of South- 
ern California psychologists who operate Psycho- 
logical Services, Inc. They discovered that certain 
key answers on credit-application forms indicate 
who is a good risk, and who isn’t. This fact came 
to light when a retailer called the psychologists 
in to cull through 20,000 accounts, good and bad. 
Pay-performance, they found, was predictable. 
Startlingly so. More amazing, some of the old 
rule-of-thumb for judging a customer’s ability to 
pay went out the window. 


Five Dependents? Watch Out! 

For example, some retailers, in judging a credit 
applicant’s background, tend to rate a man with 
one dependent a better risk than a man with two 
or three. But research into thousands of accounts 
shows that there’s no significant risk difference 
between one and four dependents. /t’s with the 
fifth that the risk comes—and sharply. 

By the old “judgment” rules, retailers are like- 
lv to rate a homeowner who has no bank account 
as a better risk than the non-homeowner who 
has money in the bank. Actually, just the oppo- 
site is true. The customer with the bank account 
is a better risk. 

Whether a customer is male or female seems to 
have no significance in rating or credit. Marital 
status has much. The customer gains points if 
he is married, loses points if he is divoreed or 
separated and draws a neutral figure if he is 
single. 


Past Accounts Offer Key 
The key, of course, is the number value as- 
signed each answer. That’s something you will 
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have to figure out for yourself if you want to 
use this system; because each community is dif- 
ferent and each store’s type of customers will 
differ within the community. Only by analyzing 
your own past credit accounts, can you come to 
an accurate conclusion about the past perform- 
ance of your customers and decide on precise 
weighting of key questions for your credit 
evaluator. 

Of the two dozen or more questions asked on 
most standard credit-applications, only a dozen 
or so have been found to be really significant. 
These dozen may vary from region to region, and 
even from retailer to retailer. The evaluations 
listed on this page are hypothetical; but they give 
you an idea of the various weights assigned key 
credit questions. 

Six is the “neutral point.” An evaluation of 6 
indicates that applicants who gave similar an- 
swers in the past were as likely to be good credit 
risks as bad. Thus, while the applicant with a 
phone rates a “7” he actually stands but a single 
point above the mean. On the other hand, the 
“no phone” applicant ranks 6 points below the 
mean and is on the risk side of the evaluation 
ledger. 

Maximum possible score here is 108; minimum, 
0. (See Credit Point-Score Evaluator.) 

If your credit score is based on only these 12 
questions, add up the numerical value of the an- 
swers and compare the total with a Pay-Probabil- 
ity Chart. 


How Probability Chart Works 

What does such a chart look like and how do 
you use it? See the sample at right. It was 
drawn up from a store’s past records, showing 
100 representative accounts that paid out and 
100 representative delinquent accounts. Highest 
possible score here, too, is 108; lowest 0. 

As the Pay-Probability Chart indicates, the re- 
tailer could cut off credit below 17 points, reduce 
delinquent accounts by 9 per cent, and lose not a 
single potentially good account. Or he could cut 
off credit for applicants whose answers scored 
less than 33 points, and lop off a startling 35 per 
cent of his bad accounts—while losing only 8 per 
cent of his potentially good accounts. 

How do you come by so remarkable a tool for 
credit evaluation? You cull through back accounts 
and compile your own set of values; or you call 
in a statistician and, for less money than you 
imagine, have professional help in modifying the 
system to fit your own accounts and your own 
place in the retailing picture. (Psychological Ser- 
vices, Inc., has installed this system for several 
retail concerns on the West Coast. Among them 
are branches of one of the nation’s largest de- 
partment store chains.) See 
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home 
Rents 
Lives with relatives 
Other (in institution or welfare 


None 


Savi 
Both 


Yes (under own name) 
Yes (under name of another 


No (none in residence) 


Less than 6 months 
6-11 months 

12-35 months 

More than 3 


Professional- 
Skilled labor 
Unskilled labor 
Clerical-sales 
Service 

None 


Under 21 
21-30 
30-40 
40-50 
50-60 
60-up 


None-4 
5 to 6 
More than 6 


Married 
Diverced 





le 
Separated 


Over 5 years 


Previous account 

Ma firm 

Loan 

None (refused to give) 
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PAY PROBABILITY CHART 


GOOD ACCOUNTS TOTAL ACCOUNTS 
POINTS 








616° 
11-12 
Sy ee 
15-16 


| 17-18 
To get a credit-seeker’s point score, ‘. 19.20 


rate him in each of the 12 cate- ; 21-22 
gories and add your findings. This 23-24 
figure is his Credit Point Score. Then 
locate his score on the Pay Probabil- 
ity Chart at right. Remember: This 
Credit Point Evaluator is a hypo- 
thetical one. It may need adyjust- 
ments to be valid for the customers 
in your area. It indicates, however, 
how a weighting system can be as- 
signed to key credit questions. 






























































































































































Locate the credit-seeker’s Credit 
Point Score on chart—and you can 
predict his Pay Probability. The 
chart is drawn up by credit-scoring 
200 of a store's past accounts— 
100 representative good accounts 
and 100 representative poor ac- 
counts. Each symbol _ represents 
1% of these accounts. Remember: 
The figures shown in this chart, as 
well as those used in the Credit 
Point Score, may not be right for 
your organization. The article tells 
how to set up your own yardstick for 


practical cost-cutting. 
103-104 


105-106 


— 107-108 . 
100 accounts OU accounts 
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A JEWELER SPEAKS HIS MIND 





fight price competition — 
with quality repair 


by Leopold Kohlbeck”* 


@ IF YOU WERE A CUSTOMER, would you take your 
watch to a discount house for repairs? 

Probably not—at least not now. Here is where 
jewelry stores have the edge over discount houses, 
department stores, drug stores and other watch 
retailers. Customers associate watches with jew- 
elry stores. According to a recent survey, 58 per 
cent of all watch sales were made in a jewelry 
store. And jewelers sell more than twice as many 
watches as discount houses, drug stores and de- 
partment stores combined! 

Service is one of the main reasons why jewelry 
stores remain ahead of their price-cutting compet- 
itors. But I wouldn’t be surprised if some dis- 
count houses put repair benches in their service 
department in the future. Some department stores 
already have them—and they’re making them 
profitable. 

This then is a new threat! Will discount houses 
and department stores further encroach on the 
jeweler’s domain? Will they take a larger slice out 
of the jeweler’s repair business and—correspond- 
ingly—a larger slice than they are already getting 
of his watch and jewelry sales? 

To me the answer is obvious: They will, unless 
jewelers meet the threat. ‘“‘Well, then,” you ask, 
“how do we meet this threat? How do we maintain 
our repair business and, at the same time, increase 


*lLeopold Kohlbeck is a man with definite ideas about and pride in 


what he calis the “profession” of watch repairing. Years of experience 


as repair manager and assistant buyer in watch repair for Milwaukee's 
department store giant, Ed. Schuster & Co., and successful operation 
of a jewelry store noted for its repair department qualify him as an 
expert im the field 
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watch sales and attract new customers?” My an- 
swer in one word is: Quality. 

I know the jeweler still is a significant image 
in the public mind as the traditional person for 
watch repairs; but I also know that the jeweler’s 
competitors will be seeking to use their watch 
repairing department to enhance their prestige, 
establish confidence and build traffic. The greater 
their success in this objective, the more jewelry 
store business they will attract. The basic im- 
portance of quality watch repair service—and | 
emphasize the word quality—cannot be overesti- 
mated. 

How do you move up to quality? From my own 
experience, I believe these suggestions will help 
vou: 


1. Don’t worry too much about price. Most 
of our repair prices are too low. I feel we should 
have a 40 per cent mark-up from a repair shop, 
over and above labor cost and material. By that 
I mean gross profit, from which business costs, 
such as advertising, lighting, heating, power and 
footage space expenses, are deducted. Labor costs 
depend on the individual store’s overhead. We need 
to get $5 an hour to meet the overhead for the 
footage we give our repair shop. (But we give it 
a lot of space. We have four benches in the best 
part of the store, right up front. They’re the first 
thing that hits the customer’s eye. ) 

So charge according to your own situation. But 
an average overhaul job should run at least $9.50 
for regular wind watches and $12.50 for self- 
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1. “You say your watch isn’t running 2. ‘‘We’ll check it thoroughly but, 3. ‘‘Its irregular rate can be 

properly, sir? It looks as though it truthfully, it looks as if the cost of seen on the timing machine. 

has had extensive use... repair will be high... | recommend you trade it 
_ ee 


winders; and that’s not high. A complete over- 
haul, including crown replacement and dial refin- 
ish, should run about $14.50 or $16.50. Customers 
won't mind the price. You’ll be surprised how 
happy they'll be that their watches not only run 
fine, but look fine too! 


2. Never use the word “cleaning.” If a cus- 
tomer comes into my store and asks me to clean 
his watch, I do it without charge—I’ll dust the 
dial, cement the crystal and polish the case. But 
“cleaning” is not the word to use in a repair shop. 
How can vou call it “cleaning”? when you have to 
disassemble it, rejuvenate the hairspring and re- 
place the mainspring? 


3. Ignore the price competition from other re- 
pair jewelers. Sell quality. If yvour neighbor 
“cleans” a watch for $5.50, you can sell a quality 
repair job—general overhaul and new mainspring 
—for $9.50. If the customer takes his watch to 


b 


the other fellow for a so-called “cleaning” 

the mainspring isn’t going to be replaced (as it 

should be in nine out of ten watches that come 

in for repair). An isochronal error will develop, 

the customer will be unhappy and your competi- 

tor’s cheap job will lose out to your quality re- 

pairing. 4. ‘See how modern this beautiful new watch looks! And 
But suppose you can’t get away from a $6.50 by trading in your old watch you can easily afford it. Don't 

(please turn to page 143) you agree?” 


job, 




















There’ll be more brides. But will they want more silverware, 


dinnerware and other jewelry store gifts? Study these 


figures on today’s preferences and tomorrow’s opportunities 


@® HOW MUCH GOLD will there be for you in the 
“Golden Sixties”? It depends pretty much on what 
you start to do this year to win the interest, confi- 
dence and friendship of tomorrow’s brides. 

The wedding business, as every jeweler knows, 
is the heart of the jewelry business. So, looking 
ahead, it is comforting to realize that the number 
of marriages will increase year after year, almost 
without exception, between now and 1975. It prac- 
tically assures a bright future for the jewelry 
industry as a whole. 

But your share of this future can be a disap- 
pointingly thin gold flash, if you just sit and wait. 
[t will be richly rewarding if you plan right. 

Should you review your present policies, your 
store’s attractiveness, your customer-approach, 
the line of merchandise you carry, your store 
image in the public’s mind ... to insure the growth 
of your bridal business? How important is the 
bridal market? 

Look at the figures. Last fall, National Analysts 
Inc. of Philadelphia conducted a study for The 
Bride’s Magazine. The research people explored 
government predictions and, in addition, inter- 
viewed 1,254 recent brides in all parts of the na- 
tion. Here is a digest of what they found: 

@ The number of marriages, recently about 1.5 
million a year, will rise to 1.6 million in 1960. 
And it will go on rising, year after year. (See 
chart.) 

@® Marriage-age girls and women (15 to 29) are 
increasing in number, year by year. By 1975, this 
age group will total 27 million, at least 10 mil- 


72 


lion more than today. (Only 5 per cent of them 
are likely to stay single.) 

@ The present bridal market is a young mar- 
ket. The median age of brides is 20 years, as com- 
pared with the median age of all U. S. women, 
which is 37.5 years. A third of all brides are 
under 20. The bridegrooms’ median age is 23. 

@ Some 40 million couples will marry and set 
up homes between now and 1975. 

@ The median period of engagement is six 
months, enabling the bride-to-be to plan and buy 
for her wedding day, trousseau, honeymoon, first 
home and to select her gifts prior-to-marriage. 

@ Today’s brides are better customers for bet- 
ter class merchandise than were their mothers. 
They are better educated, more accustomed to nice 
things and to getting what they want. (Twenty- 
nine per cent of U. S. brides—and 33 per cent of 
their husbands—attended college.) 

@ Seventy per cent of U.S. brides are employed 
at time of marriage, more than half of them in 
clerical jobs. One bridegroom in every ten is in 
the Armed Forces; one in every 14 is a student. 
Median combined income of bride and groom is 
$5,538—considerably above the median income for 
all U. S. families, which is $4,783. 

@ Nine out of ten brides receive linens, blan- 
kets or bedspreads as wedding gifts. Better than 
eight out of ten receive portable electrical ap- 
pliances; better than seven out of ten, cooking 
utensils or housewares. But only six out of ten 
receive dinnerware! And only six out of ten re- 
ceive flatware! Radios, bath scales and clothes 

(please turn to page 154) 
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Is your store ready for 
the coming wedding march ? 












































































































































































































































1960 1965 1970 1975 


Since 1950, the number of marriages in the U. S. has held fairly close to 
1,500,000 a year. Now it is resuming its upward trend, because more and 
more people are reaching marriage age. This chart, based on prevailing 
marriage rates, shows how the number of weddings will increase between 
now and 1975. By then, jewelers’ wedding business should be at least 60 
per cent ahead of today’s level. 





Teen-agers: A third of 


the brides are under 20! 
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It’s a young market. More than two thirds of all brides are under 25, and 
nearly half of these are in their teens. Another reason for jewelers to re- 
double their efforts to bring in the teen trade. 
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Teenager attracts teenage brides-to-be: Kay Hilker, 

center, works hard at her job as bridal consultant for Hamlin’s 
jewelry store—and enjoys every minute of it. 

So do her clients, like the mother and soon- 

to-be-wed daughter with her here, discussing wedding plans 


in the pleasant privacy of the “Work Shop.” 


he. 





oe ae 


Se ee ee ee 





or 


- 
| 
; 
j 


re ie 


»y OR IB Ae oe 

















by William Nichols 


-=N-AGE 
ONSULTANT 


With ‘Down the Aisle,” a helpful service that brides 


appreciate, this jewelry store has increased its 


wedding business. Young Kay Hilker is the consultant 


Why let department stores seize the initiative in help- 
ing girls plan the details of their weddings? Many 
jewelry stores that offer a good selection of sterling 
silver, china and glass, can easily qualify as bridal 
headquarters. Many communities really need a bridal 
consultant service. It builds stature and sales when 


properly planned.—Ed. 


@ LOYAL, LASTING FRIENDSHIPS are the building 
blocks of any successful jewelry business, as every 
jeweler knows. Yet, how do you go about multi- 
plying such friendships when many people still 
regard jewelry stores, like banks, as austere and 
impersonal; to be visited sparingly and, then, 
with self-conscious timidity? 

Bill and Betty Hamlin, jewelers of Beloit, Wis. 
(population: 30,000), were well aware of this 
problem when they took a long look ahead, back 
in 1954. Where do you start to break down this 
stand-offish attitude? they asked themselves. And 
how do you start? 

As they explored every angle, they kept com- 
ing back to the same answer: The time to form 
lasting friendships is when a young couple plans 
to be married. The store that can help a girl “have 
everything perfect” on her wedding day, the most 
important day of her life—and do that within the 
family’s budget—will make a friend for life. That 
girl and her family will surely return to the 
“friendly” store whenever they want jewelry 
merchandise. 

Betty and Bill saw another auspicious angle 
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to the bridal business. Our population was in- 
creasing by leaps and bounds. Every year, right 
up to 1975, more and more girls would be reach- 
ing marriageable age. It was on the books! Those 
future brides and bridegrooms already were born! 

So, the Hamlins decided to go after the bridal 
market and go after it hard. They made plans 
that involved time, expense and years of careful 
preparation. ... 

On April 5, 1958, they opened a complete bridal 
service which, they believe, is unique. Today, 95 
per cent of the bridal prospects who come into 
the store sign up for “the works.” Their sales 
volume in sterling, china and glassware jumped 
nearly 25 per cent ahead of the same months of 
1957. And, best of all, demand for the bridal ser- 
vice is steadily increasing. 

What is this plan that promises to keep the 
Hamlins in business for many successful years’? 
It’s a formula whereby they offer information 
and help on every phase of a wedding—free. 
They’ll even make arrangements with the clergy- 
man and help book the honeymoon trip. 


First Step: A Complete Questionnaire 

Betty deserves the credit for devising and de- 
veloping the plan. First she investigated other 
bridal services—and, incidentally, found none in 
the Beloit area. Some, farther afield, fell short of 
the complete service that she had in mind. Obvi- 
ously, she must start from scratch. 

She spent months digging for ideas. She paged 
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TEEN BRIDAL CONSULTANT (continued) 


through copies of JC-K and women’s consumer 
magazines. She consulted books by Emily Post 
and other bridal etiquette authorities. She ended 
up purchasing 16 books to serve as a reference 
library. 

Armed with copious notes from her research, 
Betty next drew up a wedding questionnaire; one 
that left absolutely nothing to chance. It even 
gave space to such details as “knife to cut the 
cake” and “someone to pour the punch.” That 
questionnaire and an accompanying check list are 
now in use under the title ‘““Down the Aisle.” Be- 
cause of the effort and money that have gone into 
their project, the Hamlins have had the entire 
system copyrighted. We have their permission to 
describe its essential features here. But for de- 
tails you must go to them. 

About the time Betty finished the questionnaire, 
she came to two conclusions: (1) To attract the 
bridal trade, a store must look modern and in good 
taste; and Hamlin’s badly needed a face-lifting. 
(2) The service would require a full-time spe- 
cialist. 

The prospect of modernizing the store called 
for a staff conference. (The Hamlins never make 
an important decision without the okay of their 
valued employees.) And the unanimous vote was: 
‘Take the plunge!” The store was revamped, in- 
side and out. Our pictures show the results. 


Young, enthusiastic staff gives Hamlin’s a friendly, 
cordial atmosphere. Here owners Bill and Betty Hamlin, 
at left, hold an impromptu staff meeting to discuss a 
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Meanwhile, Betty began to hunt for a bridal 
consultant. The employment service sent over ap- 
plicant after applicant. But none quite suited— 
until Kay Hilker showed up. Pretty, poised, smart 
and enthusiastic, Kay had just graduated from 
high school and was looking for her first job. 
Betty hired her on the spot. 


Files on Every Wedding Item 

Together they tackled the final stage of the 
overall plan. They started the long, difficult task 
of compiling a file index of where to get, locally, 
every item necessary for a well-conducted wed- 
ding: gowns for the bride and bridesmaids; out- 
fits for the bridegroom and groomsmen; flowers, 
photos, reception, decorations, caterers... . : Also, 
they needed the cost range on each item. 

Personal visits to merchants were required to 
get this information. And, at first, these business- 
men had doubts. They looked for “‘the catch.’’ Was 
a fee involved? What would they be getting them- 
selves into? 

But Betty quieted their fears. She explained 
that the service would not include recommending 
specific merchants. She just wanted to quote the 
prices on every wedding item and to tell her cli- 
ents where such items could be found at various 
costs. 

Once a merchant understood the plan—that he’d 
be listed with Hamlin’s at no cost to him—he gave 
Betty all the information she wanted. “Just what 


new product—that’s standard procedure at this store. 
Bridal Consultant Kay Hilker is in the foreground. At 
rear are a hollowware salesman and a woman customer. 
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"DOWN THE AISLE" Someone to cut cake 
Punch 





WHO, WHAT, WHEN, WHERE? 
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Coffee 


Bride's Parents Address 
voffee urn 
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Someone to pour cot 





jroom's Name Phone No. 
Naokins & Matches 











Present Address Future Address 
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Groom's Parents 
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Has engagement been announced’ 





Wedding Date here 








Has clergyman been consulted’ 





Type of wedding r single ring service 








Rehearsal Date Time 
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Complete Bridal Questionnaire: Here are 





reminders of every detail for the simpiest— 





or most elaborate—wedding a girl could 











choose to have. It’s the invaluable work- 





sheet for each of Hamlin’s bridal customers. 











(Adapted from Hamlin’s copyrighted ‘‘Down 








the Aisie’’ by permission of William A. 











Hamlin.) 

















3etty and Kay went after the same data from 
stores within a radius of 40 miles of Beloit. These 
( ple ase turn to page 155) 


the community needs,” they told her. “This kind 


of project will help us all.” 
After completing their files on local merchants, 
77 


EWELERS RCULAR-KEYSTONE, MARCH 





An Unbelievable Styling Achievement 
TL a ead || 


FLEX-LET 


Proudly Introduces 


“14k GOLD 
REPLICA” 


These two watchvands are so identical in 
appearance that even you cannot tell them 
apart without a loop. And yet the 14K 
Gold Replica sells at a fraction of the price. 
Let your customer compare. 


MASTERFUL 

STYLING 

The clean, simple lines 

of the 14K Gold Rep- aaa 

lica make it a master- aes 9 
This band is 7 rN piece of masculine —— euiaaiais 
14x GOLD* | | “\ elegance. | J 1/2010K G.F."* 
Retails at . , 7 au =» Retails at only 


A cai SS ~~ : HAND-LAPPED 
$49.95 e2. \ Ce ave | $10.95 nx 


1 KEYSTONE $7.80 
..a quality feature 


usually found only in 
14K Gold jewelry. 


INSTANT 
SIZE-O-MATIC 
Click-fit feature gives 
you the fastest, strong- 
est self-sizing watch- 


band ever made. a 
This mound of 


FL EX-LETS links can be as- 


REPLICA ‘ This powerful WINDOW DISPLAY is yours FREE! sembled intoa 
~ 10" This attractive display piece sets off FLEX-LET’S 14K Gold eens i 


just 30 seconds 
Replica side by side with the original 14K Gold Band; tells —and without 
the whole replica story for you. any tools! 
These two watchbands are mounted on a rich red velvet 
pad set on a gilt wrought iron frame. Unit #55 is free with 
your order of 6 gold-filled replica watchbands plus one 14K 
Solid Gold band. The 14K gold band is being given to you 
DON'T = C at a fraction of its actual value because a display comparison 
DELAY: © with the 14K Gold Replica is essential. 
ORDER THIS DISPLAY FOR YOUR WINDOW now! 


Ke 


‘oct. Tm relien bane pius 1 18k Gold band FLEXA-LET CORPORATION 


*Stainless Steel Back 


¢*1/20th 10K Gold Filled 580 Fifth Avenue New York 36, N. Y. 
Steel Back 
; In Canada: Guildcraft, Ltd., 110 Adelaide St. W., Toronto 





YES, 1,079 LEADING JEWELERS* 
acted when FLEX-LET offered 


“YOUR PRIVATE BRAND PROGRAM” 
% op, All these jewelers realized that carrying FLEX-LET crosses 
f, 





and men’s jewelry under their own brand name would 
increase sales and profits. 


Wud QLer> Why let the cutthroat competition in your neighborhood 


As take away your profits? This is the answer that 1,079 


* 
et 


nf al , c jewelers decided was the right one. 


SELL YOUR OWN BRAND WITH PRIDE 


FLEX-LET’S quality and high styling give you merchandise 
that you will be proud to sell under your own brand name. 
All beautifully gift boxed. 


Your brand name will be printed on an initial order of 
only 100 pieces of crosses or men’s jewelry sets, or we 
will combine 50 crosses and 50 men’s sets to make up the 
minimum order. 


Call, wire or write. We will be glad to send you full 


details or have our representative call on you if you wish. 


FLEX-LET CORPORATION 
580 Fifth Avenue New York 36, N. Y. 


* Names supplied upon request. Space does not permit the illustration 


of all jeweler’s names. 
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by Virginia Dixon 


Bitows 


Amusing props help sell your bridal windows— 


they’re worth buying to use in many ways 


@® APRIL, JUNE OR NOVEMBER—any month is a 
good month for bridal windows. Not that there 
are no longer peak months, but bridal promotion 
should be a continuing program in every jewelry 
store. Bridal sales are not spur-of-the-moment 
sales. They come from a long-time reputation for 
integrity and good taste on the subject of wedding 
plans and problems. 

Your wedding displays should cover every ser- 
vice which you offer the bride, her family and 
friends. Make your windows so fresh and colorful 
that no one can miss the fact that your store is a 
bridal headquarters of authority and charm. 

A continuing theme is excellent, but keep your 
windows varied enough to attract passersby. Try 
out gay new props such as those suggested in the 
accompanying sketches. Use lots of flowers— 


fresh ones, if possible. Combine seasonal materi- 
als with the wedding motifs. 

Blue is the traditional bridal color and an excel- 
lent background color for both silver and dlia- 
monds; but don’t be afraid of using other colors, 


too, with and without bridal white. 
(please turn to page 84) 





“Lovers” promote rings: Apple blossoms and a pair of 
coy young lovers on a park bench make a spring-like 
setting for a display of wedding and engagement rings. 
The rings and the papier maché figures rest on spun- 
glass clouds to carry out the copy theme, “Come to 
‘Blank’s’ to find the Diamond of your Dreams.” The apple 
blossom sprays are attached to side walls of the window 
to frame the entire display. Those small signs indicate 
price ranges of the various groupings of rings ... The 
pair-of-lovers figure is available from Cecilia Staples, 
Inc., 314 E. 53rd St., New York 22, N. Y. Figures are 
16 inches high, finished in gay colors and priced at $45 
for the pair. 
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A truly outstanding collection of 


superb diamond platinum 
bracelets ... offering a wide 
range of prices to meet youl 
special requirements. Bracelets 
tilustrated priced from $750 
to S15000 Kevstone. Available on 


consignment to responsible jewelers 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 
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NEW...for Your Diamond Window Displays 


DRAMATIC NEW 
DIAMOND 
SHOW PIECE 


w A beautiful stage setting for your diamond engagement rings— other diamond pieces. 


gw Attracts attention with flashing lights. (Stars in background flash on and off.) 


gw Ties in with national diamond advertising. 


w Fine quality in design, materials, workmanship. Constructed for long life, frequent use. 


w Offered at cost—$25—in a limited quantity, now. 


This magnificent diamond show piece is com- 
parable to a stage setting for a Broadway hit musical. 
It is designed to dramatize your diamonds, present 
them with an air of beauty, excitement and romance. 
There’s action and attraction in the stars that flash 
in the backdrop. 


It will help you promote your diamonds through 
an appeal to human emotions...help you sell the 
idea that an engagement diamond is more meaningful 
than any other earthly object...help you identify 
your store as the store where dreams are fulfilled. 


This is a quality display, a luxurious show piece, 
a fitting setting for the precious merchandise it is 
designed to promote. The “floor” is velvet, the back- 
drop strongly constructed. the figurine is nicely 
made, dressed in taffeta and veiling. 


The finest store can be proud to place it in the 
window. And, it’s a “permanent” piece which can 
be used over and over... for your June Bride pro- 
motion... Christmas... your special gift promo- 


tions...diamond displays at any time of year. 


Over-all dimensions: Depth — 2014”, height — 
1814”, width —- 1814”, 


The cost is $25, a small fraction of the cost of 
designing and producing on an individual basis. It’s 
available now, in a limited quantity ...to help you 
promote your diamonds. 


Order through the Diamond Promotion Depart- 
ment, the Reuben H. Donnelley Corp., 230 East 
Sandford Blvd... Mount Vernon, N. Y. Please enclose 
$25. check or money order. 


Tie in with the national diamond promotion... keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 


vo 
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Pretty “bride” sells wedding gifts: The “bride” is a 
mannikin head done in an off-white glaze which can be 
used for any number of other displays. Here, she is 
bedecked with a bridal head-dress (frothy tulle veil) and 
a bridal bouquet. Nosegays are scattered across the 
background. Cylinder elevations in the foreground sug- 
gest gifts for members of the bridal party. Identifying 
cards say: “Gifts for the Bridesmaids” “the Ushers” 
... “the Best-Man” ... The head, about life size, is 
cast in rubber with a porcelain finish. It costs $32.50 


from Zaria Displays, 434 Sixth Ave., New York 11, N. Y. 


FOUR BRIDAL WINDOWS 


(concluded from page 80) 


Cherub suggests sterling for the bride: Spoons are wired 
to a ribbon-shaped panel against the window background. 
Satin-covered heart, which the cherub holds, carries small, 
hand-lettered cards, each indicating the name of a silver 
pattern and its manufacturer. Copy card might read, 
“Choose the silver pattern of your heart’s desire.” Place 
settings are arranged on the window floor on decorative 
mats. Heart-shaped plaques display additional pieces. . 

The rubber cherub figure, useful for other displays too, is 
22 inches high. You can get it from Zaria Displays, 434 


a ee 


Sixth Ave., New York 11, N. Y. for $35. 
ww 








Invitation blowup draws attention: This is especially good 
if you carry wedding stationery. A model invitation is 
enlarged by photostat to fill the background panel. A 
giant envelope and “At home” card are also shown. 
Sprays of orange blossoms are tucked around the invita- 
tion and a hand-lettered copy ribbon extending across the 
background carries such copy as “Wedding Gifts of En- 
during Beauty Come from Your Jeweler.” Gift selections 
are arranged on gift boxes on the window floor. Bridal 
blue would be a nice background. 


Ww 
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Preserved with pride: Ten rooms in the Heimat local museum con- 
tain what remains of the old arts and crafts: carved stone, drilled 
beads, polished diamonds—two centuries of jewelry. 


“1-0” is the most enchanting town in the world for a 


jeweler to visit. In its factories and museums you can see... 


Gems from all times and places 


This armchair tour of ITdar-Ob. rste lei, Ge ii capital of the 
world, gives you fresh ideas for display and promotion 
ot your most important merchandise and Hew under- 


standing of where it comes from and how it’s inade.—Ed. 


@ ANOTHER NAME for Idar-Oberstein might be 
‘Boys’ Town.” In this gem capital of the world, 
located in the German Rhineland, you see hun- 
dreds of boys aged 14 to 17 learning to be jewelry 
workers—by doing. They’re in the lapidary shops, 
cutting plants, factories. 

If you want your own sons to develop interest 
in the jewelry business, a trip to Idar-Oberstein 
will surely stimulate their curiosity—and may 
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by Dorothy Dignam 


start serious study. A family visit there could be 
profitable in many ways. 

As part of the West German Republic’s educa- 
tional plan, boys go to grade school until they 
are 14; then they transfer to the trade-profes- 
sional school in their district. Even if a boy lives 
on a farm and knows nothing but cows, he would 
go into I-O for three years of training in a trade, 
combined with more book-learning. In the gem 
trade, by the way, girls are widely used for set- 
ting stones in the shellac dops and polishing metal 
mountings; for post office errands and clerical 
work in the gem traders’ bureaus. Girls even 
carry packets of polished goods between traders. 


(ple S¢ furn page ) 
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Goldsmith’s shop of 1850: 
When William Loch, master 
goldsmith of I-O, died at 
93, his workroom and all of 
his equipment were reassem- 
bled in the Heimat museum. 
Old bellows, extreme right, 
date back to 1800. Mrs. Loch, 
her husband’s assistant, 
worked at the polishing 
wheel in the corner near 
the clock. Bench in front 
of window holds lamp which 
focused its light through 
a water globe. The family 
lived and worked in this 
one room. Bed and stove, not 
pictured, are at left 


GEMS FROM ALL TIMES AND PLACES 


(continued) 


I’ve seen them toting lumps of stone as big as a 
football in a canvas tote bag. 

Herr Prof. Walther Fischer, director of sec- 
ondary or trade schools in the I-O district, keeps 
the wheels turning in I-O’s 1300 mills—which cut 
everything from kids’ marbles to diamond bril- 
liants. Ask your guide or taxi driver to carry you 
past the fine new technical school building. 


Boys Cut Facets on Beets! 

The system works like this: The boss of a gem- 
cutting plant agrees with the school to take on 
a limited number of boys as learners—say five. 
He gives them 20 marks a month or so for pocket 
money. The boys do anything that needs to be 





done around the small factory. One or more days 
each week they go to Dr. Fischer’s new trade 
school. There they learn the theory of placing 
facets on a stone by cutting them on a raw beet 
it’s old-fashioned 





or potato with a paring knife 
but it teaches! 

Next, a boy may get some practice at the grind- 
ing wheel, working on synthetics. He may polish 
agate or learn how to bore it. In a few years he 
develops noticeable skills or a bent in some direc- 
tion and then he can go on to diamond cutting, 
fine gem engraving or the designing of jewelry. 
Before he’s 18, however, his formal schooling is 

(please turn to page 134) 
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Portrait in stone: Idar-Oberstein is practically 
the only place in the world where patrons “sit” 
for cameo portraits. Master of this art is 
Richard H. Hahn, above. His tool stand holds 
more than 200 engravers. Mr. Hahn’s plant also 
turns out some of the best rock crystal flowers 
for brooches, earrings. 
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The man from Imperial has a 


new 
hew 


NEW 


Imperial 


Cultured Pearl Promotion 
More Exciting / Filan Sails Stimulating / i P rofitable / 














Imperial is first again with a new, new, new power- 
packed sales promotion for every size jewelry store. It’s 
anew idea ... power-packed to bring more traffic into your 
store than ever before. It’s a new appeal . . . power-packed 
to sell more Imperial Cultured Pearl Jewelry than ever 
before. It’s a new plan... power-packed to make more 


profit for you than ever before. 


Your Imperial salesman will be happy to explain it 
in detail and show you just how it can be tailored to your 


operation. 


seeeeeee Witch for him or better still... write today ! 
IMPERIAL PEARL SYNDICATE, Inc. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


New York Chicage Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan 607 S. Hill S?. 2, 3-Chome, Yotsuye 
Theater Bidg. Shinjuka, Ku 
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by Gladys Babson Hannaford 


Words to use 


when closing a 


DIAMOND SALE 


@ SHOPPING FOR A DIAMOND is almost always an emo- 
tional experience. The engagement diamond comes at 
the top of the list. but others follow closely—the dia- 
mond remembrance for the mother of a new baby; the 
diamond locket or little finger ring for a daughter ; the 
larger diamond piece for an important anniversary. All 
are pretty tightly wrapped in emotion. Even the one 
who looks just for love of diamonds is showing a 
tende1 susceptibility to the diamond’s beauty. 

You can sometimes close the sale with a phrase. You 
can develop your own to fit each situation. Every once 
in a while, you will know that a chance remark has 
impact—you can feel it click! Store it away in your 
mind and use it again when the time is right. It is part 
of your valuable sales ammunition. Many things go 
into the making of a sale: but it can be a word, a phrase. 
or a sentence that will establish the right climate. 

Frequently, jewelers have come to me at conventions, 
pencil and paper in hand, to ask, “Just how did you say 
that?” Some have expressed the wish that I put sug- 
gested selling phrases into written form. Here are a few 


that you can change to fit your needs: 


For the Engaged Couple 


“May your happiness be as lasting as your diamond.” 

“The diamond on the third finger of the left hand is 
the symbol of a woman loved and in love.” 

“Choose a diamond of a quality that speaks of the 
quality of your love.” 

Not in the romance department, but helpful in mo- 
ments when your customer suddenly asks if he can get 
the diamonds appraised: “Tell me, just how do you 


appraise your appraiser?” 


When They Ask About Values 


“The diamond has been one of the most constant of 
all the commodities throughout history.” 

“Diamonds are an investment in pleasure for genera- 
tions.” 

“Time and the ingenuity of man have a way of de- 
valuating so many things we once held dear, but this 
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isn’t true of the diamond. It goes on being shining and 
lovely, not for just one generation but through many, 
carrying with it the histories of families.” 

“It is the things that are constant and unchanging 
in our lives that give us a feeling of security, par- 
ticularly in our transient times. What is more unchang- 


999 


ing than the diamond 


To the Woman Buying for Herself 


“When you buy diamonds for yourself, you aren't 
extravagant. Diamonds are truly an investment in 
memory. 

If she feels apologetic about her love of them: “A 
woman who doesn’t love diamonds, perfume and flowers 
is something less than a woman.” 

“I love diamonds. I always think of them as feminine 


vender so maybe that is why.” 


To the Older Man Buying Diamonds 


“Diamonds carry their own success aura. The woman 
whose husband thinks of her in terms of diamonds after 
years of marriage feels successful as a woman—but they 
also speak of his success that has made them possible.” 

“The man who writes his life and times in diamonds 
is the man who is longest remembered.” 

“Diamonds make a beautiful woman more beautiful 
but at the same time say the beauty is appreciated.” 

“Diamonds make a woman feel feminine and desirable 
as nothing else does.” 

“I think nature made diamonds to speak for the 
inarticulate man.” 

For centuries, many things have made the diamond 
desirable. The fact that it has never been found in suf- 
ficient quantities to make it commonplace; its enduring 
quality, its beauty, its continuing value—all have con- 
tributed to the desire. But from the beginning, the 
mystic intangible which has made the diamond really 
coveted is its association with love and romance. Rightly 
used, that is the most powerful sales tool at your com- 
i me 


mand. 








Each diamond purchase is an emotional 





experience for the buyer. 
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THE 
AMERICAN GEM SOCIETY 





Heartiest congratulations AGS on your Anniversary! 


Gems of the World 


Wm. AY: HMIDT Co., Inc. 
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STAR SAPPHIRES 


- RUBIES EMERALDS 
Fabulite SAPPHIRES 


PRECIOUS and SYNTHETICS 


PEARLS 
ORIENTAL and CULTURED 


30 ROCKEFELLER PLAZA - NEW YORK 20, N.Y. 
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JC-K, now in its goth year, salutes a 25th birthday. 


The following pages tell how new scientific knowledge 


came to the jewelry industry through the... 


AMERICAN GEM SOCIETY 


@ JEWELERS CiRCULAR-KEYSTONE, which this 
year celebrates its 90th anniversary. pays tribute 
on the following pages to the Silver Anniversary 
of The American Gem Society. 

It felicitates Robert M. Shipley. whose vision. 
energy. showmanship and eloquence demon- 
strated the benefits to be gained through or- 


eanized education and the merchandising of 


vemological knowledge. 

And it congratulates the members and officers 
of the Society for having striven, during a quar- 
ter of a century. to professionalize the jewelry 


industry. Also for having done their utmost to 


vEW ELERS IRCULAR-KEYST 


uphold the cultural and ethical standards which 
must always be the foundation upon which the 
jeweler s craft is built. 

Many Member Suppliers of AGS and several 
non-member suppliers have participated with 
JC-K in this tribute. 

As members of the Society hold their 25th 
anniversary Conclave in Los Angeles. concurrent 
with the publication of this issue. every sign 
points to ever-growing recognition and success 
for the gemological movement. And for all those 
who vive their honest best to gems. jewels. and 


the public —THE EDITORS. 





Re M. SHIPLEY enjoys—but disavows—an 


anecdote about his course-selling showman- 
ship during the Thirties. 

The story goes that upon the highways he wore 
an ancient slicker and an old golf cap. But, upon 
nearing a prospect’s store, he was wont to park 
his car on a back-street, then take from the trunk 
an alligator brief case, a splendid top coat, a 
Homburg hat and a gold-headed cane, “and would 
then advance upon the jewelry store like Anthony 
Eden approaching No. 10 Downing Street.” 

Actually, says Shipley, “I had no top coat, and 
the cane was tortoise-headed malacca. Besides, I 
wore the cane and any hat only to Fifth Avenue 
jewelry stores.” In fact, after a sale to an old- 
established St. Paul jeweler, he remarked to his 
son: ‘Do you realize that we have just paid for 
a prospective membership and course to an ideal- 


ist with a big dream and no hat!’ ” 
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By ROBERT M. SHIPLEY 


This is the story of a man’s dream to professionalize 


jewelers as gem experts. This is the story of the 


American Gem Society’s development from an idea into... 


A NATIONAL FORCE 


HAVE BEEN ASKED by the JEWELERS’ CIRCULAR- 

KEYSTONE to tell in this small space how I 
sensed the importance of gemology, how I ac- 
quired technical knowledge and founded the Amer- 
ican Gem Society. 

This would be impossible in any number of 
words if I were to give credit to those many men— 
distributed across the Continent—without whose 
help and enthusiasm the Society could never have 
been. 

It all began in 1930 when Armand Jessop visited 
my office in Los Angeles, where I was weathering 
out the Great Depression after two years of gems 
and decorative objects in Europe. 

Would I share the knowledge I had gained in 
Europe with other jewelers, if the University of 
Southern California would sponsor a night course 
in gemology, with myself as instructor? Armand 
knew of my interest in the jewelry industry as 
organizer of the Jewelers’ Round-Table, a small 
group of long-established jewelry firms I had 
organized because of the similarity of their opera- 
tions and business philosophies—the forerunner 
of today’s jewelers’ research groups. 

The idea of a nationwide group of jewelers with 
mutual aims had appealed to me from the days 
of my travels as a vice president of ANRJA and 
a member of its tax committee. 

That experience—and my own past blunders— 


vEWELERS 


had convinced me that the misrepresentation of 
jewelers’ merchandise was due more to ignorance 
than to willful intention. 

The public’s confidence in the jewelry industry 
was in jeopardy. Some time-payment stores con- 
centrated so much on credit selling that the 
quality of their merchandise took a secondary 
position. Many younger customers had studied 
mineralogy. The new tribe of rock hounds knew 
more about colored stones than all but a handful 
of retail jewelers. The confidence-status of the 
jeweler in his community—once only equalled by 
that of the banker—was approaching a low ebb 
and—lI believed—could only be restored by profes- 
sionalizing his vocation. 


My Own Embarrassing Lessons 

A few of my own customers had revealed my 
own ignorance in soul-searching experiences. | 
had lost the confidence and business of my star 
customer, a diamond-fancying  oil-millionaire 
whose visit to European cutting plants had taught 
him that, while I was proficient in the grading 
of diamonds for color and flaws, I knew nothing 
of how their “make” affected their beauty and 
value. My most embarrassing moment was when 
I could only repeat a few dry facts gleaned from 
the public library when another friend, the late 


(please turn to page 95) 
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CONGRATULATIONS TO THE 


AMERICAN GEM SOCIETY 


from the makers of 


rtcarve 


DIAMOND RINGS 


In our LO9th year we are continuing to uphold the 
highest standards of the jewelry industry and to further 
its erowth through our distinctive national advertising 


‘ampaign to the consumer. 


Sidney Du Naier, C.G., G.M. Frank Hillgardner, G.M. 


Arthur W. Mutler, C.G., G.M. Aifred Tepper, C.G., G.M. 


J. R. WOOD & SONS, INC. 


216 East 45TH Street, New York 17, N. Y. © AMSTERDAM © ANTWERP 
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A NATIONAL FORCE (continued from page 93) 


“Selling the Idea in Person Throughout America” 


Frank Phillips, the oil tycoon, asked me what I 
really knew about emeralds. Obviously I lost the 
sale of a very important emerald—and his colored 
stone patronage! 

While some old-time jewelers were diamond ex- 
perts, few revealed their trade secrets. Indeed, in 
later years, some refused to allow their own sons 
to study gemology because they would know more 
than their fathers! Most jewelers’ knowledge of 
diamonds and colored stones came from the sales- 
men. The salesmen’s knowledge came from their 
employers, which came from their suppliers, 
which in turn came from their suppliers, a process 
in which the amount of accurate knowledge de- 
creased and usually became biased—consciously 
or unconsciously—in favor of the merchandise 
being offered for sale. 

The only sound books written for the jeweler 
(by Frank Wade, a gem-loving chemistry profes- 
sor) were sketchy, although they proved the 
source of my basic knowledge of color and flaw 
in diamonds. It was the explanation, in these 
books, of the gemmological courses offered in 
England by the National Association of Gold- 
smiths that had determined me to enroll in them 
at my first opportunity and to study the gem 
collections in various museums. 

If I now shared the knowledge gained there in 
a course for Southern California jewelers, it 
might prove the basis for a national cooperative 
group such as I had envisioned. So I promised 
Armand that I would teach the class. 

Thanks to publicity by the California Jewelers’ 
Association, the course was over-enrolled and I 
urged my jeweler-students to take a voluntary 
completion examination. (With more study, |] 
thought to myself, some day these men might 
become the nucleus of a national society of jewel- 
ers, each with an earned title. The title would 
indicate their sincerity and attest to their know!l- 
edge of their merchandise. ) 

However, only a handful finished the course 
and passed the exam. This aversion to taking the 
test made it clear to me that only by stressing 
an advertisable title would I ever be able to in- 
terest enough jewelers to organize such a society. 
It was also at this time that I first encountered 
importers’ opposition to the idea of retail jewelers 
studying gems. Would this interfere with retailer- 
supplier relationship? Would retailers lose trust 
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in the importers’ experienced judgment because 
they would be less dependent upon it? 
With these challenges, failure was unthinkable. 


First Correspondence Courses 

While teaching an advanced class at USC, | 
embarked in a decrepit Model A roadster, enrolled 
other Southern California jewelers, and presented 
study courses in condensed mimeograph form in 
four cities. 

The first person to whom I mentioned my vision 
of a national association was my wife. When I 
outlined my long-range plan, with its necessity 
of selling the idea in person to jewelers through- 
out North America, she responded that it seemed 
‘no more possible of success than to try to dig 
the foundation of Rockefeller Center with a child’s 
sand shovel.’”’ Nevertheless, she worked with me 
shoulder to shoulder. Without her wisdom, finan- 
cial acumen and restraining influences on my 
promotional tendencies, success would have been 
impossible. 

I broached my ideas to a few selected jeweler- 
students in 1931: An organization could be formed 
to teach gemology, and its members should be 
required to meet both educational and ethical 
tests. As they thought it over some of the jeweler- 
students were enthusiastic; others doubtful; still 
others wanted membership open to anyone. 

The situation was saved by my suggestion for 
two organizations. One should be an educational! 
institution (the Gemological Institute of Amer- 
ica), to be sponsored by ethically-selected sustain- 
ing member firms which would enroll at least two 
of their personnel for the title of Certified Gem- 
ologist. The other organization, the Gemological 
Society, should be for individuals. 

The Gemological Society functioned usefully as 
a local organization until World War II. And the 
GIA was founded with an advisory board of gov- 
ernors. For 12 years between then and 1945, 
when it was presented to the industry, the GIA 
was owned and financed by me and my wife. Our 
average salaries during the period were $275 and 
$165 per month, covering our services to GIA 
and AGS. 

Thus, in 1931, it was apparent that our ideas 
must be sold nationally as “‘the gemological move- 
ment.” But the founding of a national professional 
society would have to wait until enough jewelers 
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A NATIONAL FORCE (continued from page 95) 


Qn Our could appreciate the need for such a society. And 
that meant that a large enough number of jewelers 
would have to be “sold” on the idea of courses— 


and then be persuaded to study those courses. 
: The task was challenging—almost too much for 
5 5 us financially and physically. The very fact that 
Southern California had been the home of many 


crack-pot ideas worked against us. To test the 

. possibility of national acceptance, I went north- 
Anniversary We Salute ward on the West Coast, telling jewelers about 
Institute membership, correspondence courses and 
educational travelling window displays. The latter 


featured rough colored stones and replicas of the 
famous diamonds, and proved 9-to-1 more appeal- 
ing than the courses themselves! 


Although local publicity committed the firms 
to serious study, infinite time and expense over 
on their 25th many years was required to encourage the com- 
pletion of the greatly expanded courses. 


Gi Criss-crossing the U. S. in a Model A 
Now began a race against deadlines. I had more 
ideas than we had finances. The advisory board 
AL . GC &P LC must be completed; the backing of industry lead- 
merican \jem ear ompang ers and the trade press must be obtained; almost 
665 Fifth Avenue, New York, N. Y. every outstanding, ethical retail jewelry firm in 
the nation must be visited personally in the Model 
A—and courses must be developed that would be 
the basis for unchallengeable gemological titles. 
N . “ Working up these courses meant that I had 
C On 4 ra t u | a t 10nS | to study every available book on gem minerals 
| and pearls in English, French and German. And 
when the books disagreed, as they often did, ques- 
tionnaires had to be sent to authors, mining ex- 
perts and trade authorities. 
The educators’ response led us to engage college 
| and museum mineralogists as advisors to groups 
A, . COC) , . | of students. Group work, we found, stimulated 
— LIRCRM UUM) - SOW <7 nly students to complete their correspondence courses. 
| One of these advisors, Edward Wigglesworth, 
served without pay as leader of the Boston group, 
founded the eastern laboratory and became the 
oe | second president of the GIA. His contribution to 
ON THEIR | the gemological movement will probably never be 
: equalled. 
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> ° ; Instruments for Testing Gems 
| 2 J t h A nniversar y In writing the books and correcting the stu- 

| dents’ papers, I was soon assisted by a reference 
librarian and by Robert M. Shipley, Jr. His scien- 
| tific education added much to the courses; and 
| | his inventive and research abilities made possible 
| | lj R lh . ( | the new diamond- and gem-testing instruments. It 
| UiUS aunneim ompany | was through those instruments that we were able 
| to establish grading standards in the industry, 


iene (please turn to page 98) 
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A NATIONAL FORCE (from page 96) 


and to equip our members with the means to apply 
the standards. 

Many times deadlines seemed impossible to 
meet. But on my first national trip, in 1932, I 
obtained enthusiastic support from the trade press 
and from the Jewelers Research Group, a national 
group of outstanding jewelry stores, nine of which 
became Institute members. 

During 1933 I talked gemology at meetings in 
a number of Eastern and Midwestern cities, to 
which leading ethical jewelers of the region had 
been invited. I’ll never forget some of those ex- 
periences ... like the time I tried to appear alert 
and relaxed at a meeting in Philadelphia, after 
having spent the previous sleety night in an over- 
turned car! 

If sufficient enrollments were obtained by my 
follow-up calls, a local mineralogist was engaged 
as advisor of a regional study group. 

On similar motor trips during the next nine 
years, enough cash enrollments or book sales had 
to be obtained to pay operating expenses. Many 
jewelers indignantly rebuffed my visits; they felt 
no need themselves for more knowledge or ethical 
recognition—and feared at the same time that 
the study courses might benefit a competitor. 
Most days, I visited jewelers in at least two cities 
—three cities on Saturdays. Then, by night, a 
drive to the next town and, on week ends, revisions 
of courses and books. 

After 30,000 miles in the open Ford, it chugged 
out approaching Pittsburgh and the $75 it brought 
was just enough to return me to Los Angeles, 
where the living room of our studio apartment 
served as general office and classroom, the kitch- 
en as laboratory and the bedroom as library. 

It was now 1933 and the only title for which 
students could enroll was “Certified Gemologist.”’ 
The study-course leading to that title had grown 
until six years was an average time for comple- 
tion. 

We still lacked the numbers necessary for a 
professional society, but the need for such a so- 
ciety was obvious. First, to provide Certification 
Boards to relive me of the responsibility of ethical 
approvals; and, second, to establish a title to be 
awarded upon completion of the fundamental 
course in gems, metals and silverware. A title at 
this point would provide a useful goal; and stu- 
dents could reach it with less time and effort than 
the CG title required. 

Also, a society might help the establishment of 
standards and rules of ethical conduct for the 
industry, such as the requirement for 10-power 
magnification in examining diamonds and the 
elimination of “blue white” and “perfect” in dia- 

(please turn to page 100) 
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Past Exalted Ruler 


Every Past Exalted Ruler 
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A NATIONAL FORCE (concluded from page 98) 


mond terminology. I had already interested the 
Federal Trade Commission, the National Bureau 
of Standards and the National Better Business 
Bureau in these reforms. 

I was preparing the advanced course, but 
stepped up the pace of my travels, as the regional 
study groups increased in number and in student- 
interest. 


The Birth of AGS 

To some of these scattered regional groups, 
however, the AGS was still a visionary idea. In 
fact, one group had organized itself as a state 
gem association. And the educational advisor of 
another study group was proposing its organiza- 
tion as a competitor to GIA and AGS. To prevent 
disruption it was necessary to bring all of the 
study groups into the AGS. 

However, our progress was delayed by active 
opposition from many suppliers, who felt that 
more widespread knowledge would make their 
own knowledge less valuable, useful and profitable. 
Also no funds were available to organize a profes- 
sional society. 

It was at this point, in January 1934, that we 
cashed the only remaining convertible asset—a 
life insurance policy—and the American Gem 
Society was founded. 

That same month, the first issue of Gems & 
Gemology announced a course of 26 lessons in the 
fundamentals of gemology and salesmanship, ac- 
companied by travelling window displays, all lead- 
ing to the title of Graduate Member AGS and 
being preparatory to the Certified Gemologist 
course. 

These titles would serve: 

1. As a protection for the experienced and 
legitimate merchant against unqualified competi- 
tors. 

2. As a challenge to stimulate the merchant to 
improve his ability, profits and position in the 
community. 

3. As a protection to the buying public. 

Most of the students who had completed the 
26 lessons immediately qualified as Graduate Mem- 
bers. A registration card was issued to each of 
these retailers and during the year their title 
became Registered Jewelers AGS. 








The Annual Quiz Requirement 

Thus was founded this professional society of 
the jewelry industry, with a regulation new to 
such societies. Each title-holder had to answer an 
annual questionnaire covering his course, his so- 
ciety’s rules on the representation of merchandise 
and new developments as reported in Gems & 
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Gemology. This unique check-up assured continu- 
ing protection for the buying public. 

To screen applicants for membership, Certifica- 
tion Boards were set up in most regions of the 
U. S. and Canada and an Admissions Board was 
created to accept new members. Applicants for 
the Society’s courses had to be approved by both 
boards. And GIA henceforth awarded no titles of 
Certified Gemologist without both boards’ ap- 
proval. 

At long last, the Society was functioning. In 
’34 and ’35, the first rules were drawn up for 
members’ ethical conduct and terminology. By 
now, a diamond booklet, birthstone leaflets and 
advertising copy accompanied the courses, and 
prepared lectures were made available in further- 
ance of the gemological movement’s objective of 
making America gem-conscious. 

In 1937 we urged AGS members to attend a 
gemological ‘‘conclave’”’ at the Palmer House in 
Chicago, where Robert Jr. and I instructed 94 
men in the use of instruments. By 1938 eight 
Guilds had been organized and incorporated into 
the Society. 


During the following years, instrument instruc- 
tion attracted many to similar conclaves, at which 
C.G.’s served as assistant instructors. To develop 
interest and leadership, every attending member 
was assigned to some committee, such as nomen- 
clature, advertising and the like. The committees 
reported to larger Society sessions, which adopted 
many “recommendations” or obligatory “rulings”’ 
governing business conduct and representation of 
merchandise. The rulings went into effect after 
approval by a mail ballot of the entire member- 
ship. These actions helped to raise the standards 
of the jewelry trade. 

Financing the Society was a problem until 1941 
when the members voted to increase the annual 
membership fee. And by 1943, when we conveyed 
the Institute to the trade, the AGS was largely 
self-supporting. At that time, incidentally, the 
AGS took over the awarding of titles and GIA 
opened its gemology courses to anyone. 

In 1946 the AGS had a sizable reserve fund 
when I resigned as director, in response to sug- 
gestions that the GIA and AGS should be further 
separated. 


It was in 1948 at the Washington Conclave, 
that I delivered my valedictory message to the 
membership, urging them to “jealously maintain 
protection of the public as the measure of your 
every policy and act.” By that time, my brain- 
child had long-since come of age. And since then, 
I am happy to say, it seems to have done very, 
very well indeed! Za 
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By CARLETON G. BROER 





* 





AGS was born 25 years ago as the professional society of 


the jewelry industry. Since its first conclave in 1937 it 


has forged ahead under ten presidents. Year by year... 


ITS USEFULNESS GROWS 


@® | HAVE TO REACH A LONG WAY BACK into a 
memory that isn’t always too reliable nowadays 
to recall my first contact with the American Gem 
society. 

It must have been a day in 1936—and we 
weren't being bothered very much by customers 
in those years—that a man came into the store 
and introduced himself as Robert Shipley. I was 
delighted at this opportunity to meet and talk 
to a man whose name was well known to me 
through a publication which I had been receiv- 
ing through the mail for some time, called Gems 
and Gemology. I had been very much aware, dur- 
ing the nine years that I had then spent in the 
jewelry business, of my need for scientific educa- 
tion about gem stones—but, characteristically, 
had done nothing about it. 

I suppose that Bob Shipley spent two or three 
hours that day talking to me about his program 
for educating jewelers and raising the standards 
of ethics in the jewelry industry. His enthusiasm 
was so great, and his ideas were so appealing, 
that he left with a contract and a check for the 
first payment on his courses in gemology. 

At least he must have left with a check, be- 
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cause he got to the next town on his itinerary! 
I found out later that at that time in his career 
he had to make a sale in order to continue travel- 
ing. I mention this incident because it illustrates 
so well the fact that the American Gem Society, 
whose 25th anniversary we are now celebrating, 
owes its very existence to the toresight, idealism, 
and self-sacrifice of Bob and Beatrice Shipley. 
To understand the development of the Ameri- 
can Gem Society, it is necessary to go back to 
1930, when Mr. Shipley began to give courses in 
a brand new science, gemology, to a group of 
California jewelers. Seeing how avidly they 
sought the information that he was providing, 
he determined to make it available to jewelers 
all over the country. It was obviously impossible 
to do this by means of personally-conducted 
classes, so he established the Gemological Insti- 
tute of America to offer courses in gemology by 
mail. Bob Shipley was keenly aware of the fact 
that the jeweler was rapidly losing the respect 
and trust that he had traditionally enjoyed; Bob 
felt that the jewelers’ answer to their problem 
was greatly improved knowledge about their mer- 
(please turn to page 104) 
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AGS: YEAR BY YEAR ITS USEFULNESS GROWS 


chandise, and the establishment of strict ethical 
standards. 

Realizing that these two purposes should march 
hand in hand, he encouraged his students to 
organize themselves into Guilds, whose members 
would pledge themselves to improve their knowl- 
edge of their merchandise and to observe the 
highest ethical standards in its presentation and 


sale. 


A Professional Society: 1934 

In order to coordinate the activities of these 
Guilds, in 1934 he established the American Gem 
Society, as the professional society of the jewelry 
industry, and invited into membership all jewel- 
ers who were sympathetic with its aims. Those 
members who had completed sufficient gemologi- 
cal studies to be able to pass the Society’s exami- 
nations were known as Graduate Members. It 
was felt that, by advertising this to the public, 
they would identify themselves as stores where 
the consumer could buy with confidence. Later 
this classification of membership was changed to 
the titles “‘Registered Jeweler, American Gem 
Society” and “Graduate Member, Wholesale.”’ 

In May of 1937 there occurred what has always 
seemed to me to be the most significant event 
in the development of the Society. Mr. Shipley 
had for some time felt that it would be beneficial 
to those who were taking his correspondence 
courses if they could attend some sort of get- 
together, where they could be shown at first hand 
some of the things that they had been attempt- 
ing to assimilate by mail. Accordingly, he invited 
all of his students to attend a two-day session at 
the Palmer House in Chicago, which would be 
devoted entirely to lectures and demonstrations. 


The First Conclave: 1937 

To his great amazement, some hundred stu- 
dents accepted, although he had expected perhaps 
35. For those who were fortunate enough to be 
there, it was an experience never to be forgotten. 
For the first time, a large group, all dedicated 
to the same aims, were able to exchange ideas, to 
come into contact with the leaders of the gemo- 
logical profession, and to see and use the instru- 
ments that they had, until then, only read about. 

Sut, for the then-infant American Gem Society, 
it was even more. Though less than two hours 
out of the two days were devoted to Society 
business, those two hours saw the beginnings 
of the Society organization as we know it today. 
For the first time, an effort was made to estab- 
lish the rules under which the members would 
conduct their respective businesses, and a begin- 
ning was made on the job of setting up an or- 
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(from page 103) 


ganization through which the Society would 
become self-governing. It was also at this gather- 
ing that the term ‘“‘Conclave’”’ was adopted for 
Society meetings. Because this gathering was so 
successful, it was determined that a full-fledged 
three-day Conclave should be held in the spring 
of 1938 and that some sort of meeting of the 
members in the eastern part of the country 
should be arranged in connection with the 
ANRJA convention during the following summer. 

By 1938 the American Gem Society was well 
on its way to becoming what its founder had 
hoped for. After successful Conclaves in Chicago 
and Boston, the Society. which up till then had 
been loosely knit, was incorporated, under Cali- 
fornia law, as a non-profit corporation. Author- 
ity for the operation of the Society was vested 
in what was then known as the National Commit- 
tee, though with the Society’s becoming interna- 
tional in scope when a group of Canadian firms 
became affiliated, this name was soon changed 
to the International Committee. 


Josephson: Membership Standards 

The first man to serve as chairman of this 
committee was Clifford I. Josephson, Jr., of 
Moline, Ill. During his administration much of 
the present organizational framework was set 
up and the procedure for adoption of rules gov- 
erning the business conduct of the members be- 
came firmly established. The system of commit- 
tees to have jurisdiction over various specialized 
problems came into being, and an Admissions 
Board, to determine the fitness of applicants for 
membership was appointed, with Percy K. Loud, 
of Detroit, as its non-voting secretary. Under 
Mr. Loud’s guidance, the standards required of 
a prospective member were defined. This was an 
important task, since a firm’s membership in the 
Society might give it a competitive advantage 
over a non-member, and it was essential that all 
applications be judged scrupulously, and purely 
on the basis of compliance with the Society’s 
standards. 


Kennard: Alerting the Public 
In 1940, John S. Kennard of Kennard & Co., 
Boston, succeeded Mr. Josephson. Mr. Kennard’s 
administration was marked by continued develop- 
ment and growth; but, if we were to pick one of 
his accomplishments out of all the rest, it would 
be the development of the services which the So- 
ciety supplies to the members. Long interested 
in developing the awareness of the public in the 
Society and what the term “Registered Jeweler, 
American Gem Society,” means in customer pro- 
(please turn to page 106) 
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AGS: YEAR BY YEAR ITS USEFULNESS GROWS 


tection, he developed window displays, advertis- 
ing helps, and a national advertising campaign 
for the Registered Jeweler title. 


Broer: An Educational Fund 

I now come back to personal reminiscences, 
because in 1942, due doubtless to the fact that 
World War II had so depleted the membership 
that there was no other choice, I found myself 
in the chairmanship. Because my two predeces- 
sors had built well, the Society was in a reason- 
ably good condition to go through the war years. 
However, such was not the case with the Gemo- 
logical Institute of America. The syphoning-off 
of most of the younger men into the Services had 
reduced GIA’s potential for new students to the 
point where it was doubtful if GIA could survive 
without some help. The Institute which, since its 
founding, had been operated by Mr. and Mrs. 
Shipley as a personal endeavor, had been incor- 
porated, and turned over to the jewelry industry 
as a non-profit educational organization, though 
Mr. Shipley continued as its active Director. 

At the suggestion of several of its members, 
the Society undertook to raise a fund, which 
would be sufficient to tide the Institute over the 
war years, and serve as an endowment if it were 
not all needed for that purpose. Under the able 
chairmanship of Percy Loud and James G. Dona- 
van, Jr., of Los Angeles, an extremely success- 
ful campaign was conducted, the results doubling 
the goal which had been set. 

Before the end of my term I decided that life 
in the Navy looked better than the jewelry busi- 
ness under wartime conditions, and so resigned. 
John Kennard filled in until a new chairman 
could be elected. 


Van Cott: National Advertising 

He was succeeded, in June of 1944, by Kenneth 
I. Van Cott of Binghamton, N. Y. While the ac- 
tivities of the Society were severely restricted 
by the war, his term saw some notable accom- 
plishments—especially the establishment of a na- 
tional advertising fund, which was raised largely 
through the personal efforts of Mr. Kennard and 
Edward F. Wright, of Detroit. Since that time, a 
national advertising fund has been a regular part 
of Society financing. 

Mr. Van Cott resigned in March 1946, and, 
as I had just been released from the Navy and 
had never finished the term for which I had been 
elected, I returned as interim Chairman. 

The Society at that time was not in a very 
good financial condition. Many additional activi- 
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ties had been undertaken through the years, all 
of which increased its value to the members; but 
there had been little change in the basic dues. 
During the summer of 1946, at a meeting in New 
York, the members voted a substantial increase 
in the dues to be paid by member firms. Since 
then there have been no serious financial prob- 
lems. Also, over the years, there had developed 
a large body of information relative to rules for 
conduct, standards for membership, procedures 
for operation, and a host of other matters, which 
had never been gathered into one convenient-to- 
refer-to publication. It was evident that an or- 
ganization of all of this material into one place 
was essential. 

Thus was born the idea of the Manual of the 
American Gem Society. Everyone agreed to the 
need: the problem was to find someone to do the 
job. During the war years there had been no 
Conclaves; travel restrictions had made it im- 
possible to hold them. It was thought desirable 
that the first Conclave after the war should be 
a national one, rather than the regional meetings 
that had preceeded the war. 

The first post-war Conclave was held in Chi- 
cago in March of 1947. It had for some time been 
evident to me that the only way I would be able 
to get rid of the chairmanship was to persuade 
someone else to take it. Everyone agreed that 
the perfect candidate was James G. Donavan, 
Jr., of Donavan & Seamans Co., Los Angeles, who 
had played such an important part is raising the 
endowment fund for the Gemological Institute, 
and who was, at the time, serving as secretary 
of the AGS Admissions Board. No one else had 
his grasp of the Society’s affairs, or of the in- 
tricate relationships between the Society and 
the Gemological Institute. But he was a very 
reluctant candidate! One of my most vivid mem- 
ories is of the four-hour session in what rapidly 
became a smoke-filled room at the Stevens Hotel. 
There his resistance was finally broken down. 


Donavan: AGS on Its Own Feet 
The two years of Mr. Donavan’s administra- 
tion were probably the most important period 
in the Society’s history. Mr. Shipley had for some 
time been anxious to be relieved of all duties in 
connection with the Society, and it had been 
determined by the International Committee that 
a complete physical separation from the Gemo- 
logical Institute was necessary. The preparation 
of a Manual had become a pressing necessity. 
The solution of the latter problem became sim- 
ple, at least for Mr. Donovan. As the price of his 
(please turn to page 108) 
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On Your 25th Anniversary 
JOHN D. THOMAS CO. 
Diamonds & Precious Stones 
Modern & Antique Jewelry 


1 Maiden Lane 
New York 38, N. Y. 
Barclay 7-2882 


John D. Thomas 


G. M. W. 














ALBERTS & SON 


Since 1908 
NEWARK, N. J. 
MANUFACTURERS OF GOLD, STONE-SET JEWELRY 


SALUTES 
AMERICAN GEM SOCIETY 
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ALBERTS & SON < 85 Chestnut St., Newark, N. J. 


MEMBER AMERICAN GEM SOCIETY 











ITS USEFULNESS GROWS (from page 106) 


accepting the chairmanship, which by vote of 
the membership had now become the presidency, 
I had agreed to undertake the preparation of the 
Manual. While it turned out to be more of a job 
than I had anticipated, I felt that it was a small 
price to pay for the inspired job of leadership 
which it bought. 

During these two years, the Society really came 
of age. Complete separation between the Society 
and the Gemological Institute was achieved. 
Alfred L. Woodill was appointed executive direc- 
tor of the Society, and the headquarters were 
moved to 3142 Wilshire Blvd., Los Angeles. For 
the first time, the American Gem Society was in 
its own home, and completely on its own feet. 
It established its own examinations for those 
who felt that they could successfully pass them 
without the courses of study offered by the In- 
stitute. All of this was not accomplished without 
a great deal of hard work and inspiration. One 
era had ended, and another begun. 


Preston: Increased Services 

In 1949 William S. Preston, Sr., of Burlington, 
Vt. was elected to the presidency. His adminis- 
tration was marked by the development of the 
Society’s program of promotion to the public, 
increased services to members, the beginnings of 
the efforts with the Federal Trade Commission 
toward the development of more meaningful rules 
for diamond terminology, the establishment of 
standards for Accredited Gem Laboratories, and 
the completion of arrangements with the Insti- 
tute for complete control of the ‘““Diamondscope” 
by the Society. 


Mappin: Associate Firm Membership 

Mr. Preston was succeeded as president in 1951 
by Kenneth G. Mappin, of Mappins, Ltd., Toron- 
to. Under Mr. Mappin’s leadership, the Society 
voted to greatly increase its promotion fund, so 
that an increased program of national advertis- 
ing would be possible. Also, it established ‘a new 
classification of Associate Firm Membership, for 
firms who were interested in the Society and its 
aims, but who were not in a position to qualify 
men for titles. It was during his administration 
that the “‘Certified Gemologist” title was released 
to the Society by the Gemological Institute. 


Kind: Membership Growth 


Oscar Kind, Jr. of S. Kind & Sons, Philadel- 
phia, became president in 1953. The _ steady 
progress of the Society continued during the 
years of his presidency, the membership increas- 
ing 20 per cent. National advertising continued, 
and sales helps to the members increased. The 
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educational requirements for the Registered 
Jeweler title were made more stringent. 


Sloan: Diamond Grading Progress 


George J. Sloan of Tulsa, succeeded Mr. Kind 
in 1955. The most dramatic development of his 
administration was the development and release 
of the Electronic Colorimeter, the first gem- 
grading instrument developed purely under the 
auspices of the American Gem Society. Cali- 
brated to the scale adopted several years ago by 
the Society, this instrument represents a great 
step forward in the standardization of diamond 
grading. At the same time that he was devoting 
his talents and energies to the perfection of this 
instrument, Mr. Sloan was also supervising a 
campaign which resulted in membership increase. 

An important organizational change was in- 
augurated. While the president has always been 
elected by the members, he had appointed the 
members of the International Committee, the gov- 
erning body of the Society. Under the new pro- 
cedure, this committee is elected directly by the 
members at each Conclave, and the term of ser- 
vice is limited to four years. 


Gerber: Continued Growth 
The incumbent president, Harry R. Gerber, of 





Bramley & Co., White Plains, N. Y., took office 
at the Conclave in April 1957. His administra- 
tion has been marked by a steady increase in 
membership, and a further refinement of mem- 
ber services and educational requirements. His 
term of office will be crowned by the Conclave in 
Los Angeles from Feb. 28 till March 3, celebrat- 
ing the 25th Anniversary of the Society. 

This bare outline of the history of the Ameri- 
can Gem Society over the 25 years of its develop- 
ment from an idea in the mind of Robert Shipley 
to the thriving organization that it is today, can- 
not possibly tell the tremendous amount of de- 
voted service which has been gladly given by 
countless individuals both within and without the 
jewelry industry. 

Never has any organization had the whole- 
hearted support of so many fine people. I wish 
that I could name them all, but to do so would 
fill this magazine. It seems that whenever there 
was a job to be done, just the right man was al- 
ways at hand. No enterprise for gain could com- 
mand this sort of loyalty—or afford to pay for 
the talent that has been so freely given. 

That this should be so is a fitting tribute to 
Robert and Beatrice Shipley, whose devotion to 
an ideal and whose ability to infuse others with 
their enthusiasm made it all possible. Zee 
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haere COLORIMZTER, latest device 
4 for color-grading diamonds, is studied 
intently by AGS members at one of the re- 
cent Conclaves. The Colorimeter, and other 
gem-grading instruments, were developed 
by AGS and are made available to mem- 
bers. At each Conclave, several laboratory 
essions are held on diamonds and colored 


rone 


By HARRY R. GERBER 


The proud title, Registered Jeweler, 
is open to any retailer who has the 


standards and stamina to earn it 


WHAT AGS DOES TODAY 


i HE BEST INVESTMENT I ever made was to join 

the American Gem Society. If vou are a retail 
jeweler—or if you plan to go into the jewelry 
business—I strongly advise you to consider join- 
ing the Society and earning its title of Registered 
Jeweler. It has paid off handsomely for me finan- 
clally—and personally, in the respect of my com- 
munity. 

Before I explain how to become a member and 
how AGS can help your business, let me tell you 
just what the Society stands for. 

The American Gem Society is a nonprofit, pro- 
fessional organization composed of about 1500 


110 


individuals and nearly 600 firms throughout the 
United States and Canada. It is pledged to ad- 
vance gemological knowledge; keep faith with the 
public by giving them honest value in return for 
their patronage; supply a constant guide post 
for ethical business practices, and win greater 
respect for the Jewelry industry. 

That’s a large order. But those objectives re- 
flect the idealism of men who believe that the 


jewelry industry is an honorable and dignified 


profession—and must be kept so. 
To be admitted to membership, one must meet 


(please turn to page 112) 
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Congratulations to the 
A 


on reaching a new milestone 
of service to 
jewelers everywhere 




















ARRY R. GERBER, at left, au- 

thor of this article, was 
elected president of the American 
Gem Society at the 1957 Con- 
clave. Previously, he served for 
eight years on the International 
Committee and in other AGS ¢ca- 
pacities. Mr. Gerber, a partner 
of Bramley & Company, Inc., 
White Plains, N. Y., was presi- 
dent of the American National 





WHAT AGS DOES TODAY (from page 110) 


rigid requirements of character and integrity. 
We have been called an exclusive society—and 
rightly so. Yet we eagerly and continuously seek 
new, qualified members. 

Many persons are eligible for individual mem- 
bership if they demonstrate, to the satisfaction of 
the International Admissions Committee, that 
they wish to increase their knowledge of gem- 
ology, are sincerely interested in a high level of 
ethics for the Jewelry industry and have a repu- 
tation for unquestioned personal integrity in 
their communities. But, if you are connected 
with the jewelry industry as owner, partner, prin- 
cipal employee—or in any policy-making capacity 
—your firm, also, must be eligible for member- 
ship. 

For a business—retail or wholesale—to qualify, 
it must have more than “absence of bad reputa- 
tion.” It must be known throughout its com- 
munity for implicit honesty; operate a store that 
is neat and well kept; handle merchandise of high 
quality which gives the buyer service commen- 


112 


Retail Jewelers Association dur- 
ing the period of its merger into 
RJA. Pictured with him are two 
AGS gem-grading instruments, 
the Diamondscope, left, and the 


Colorimeter. 


surate with the price paid; offer merchandise at 
the same price to all prospective customers. .. . 

On the other hand, a firm is not eligible for 
membership if it represents itself as a wholesaler 
and sells to the consumer; consistently claims to 
sell merchandise for less than its competitors; 
places primary emphasis, in advertising and sell- 
ing techniques, on credit terms rather than the 
merchandise itself; deliberately misrepresents its 
merchandise in any way; conceals carrying 
charges by unduly high mark-ups. . . 

There are other limitations which you will 
learn about if you send for membership blanks. 
Blanks are available from: Alfred L. Woodill, 
executive director, American Gem Society, 3142 
Wilshire Blvd., Los Angeles 5, Calif. 


Titles Must Be Earned 


Once accepted, you will be classified as an Asso- 
ciate Member. But no one may mention mere 
membership in his advertisements. Only after 

(please turn to page 114) 
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THE FLOWER OF PRECIOUS JEWELRY 
Finest quality... 
exquisitely designed ... 


superlatively wrought 


Oscar Heyman & Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 


Necklaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$i75 and up; Brooches—$275 and up: Earrings—$250 and up. 








Headquarters of the American Gem Society, 3142 Wilshire 


Boulevard, Los Angeles 5, Calif., and members of staff. 


(;cem-grading instruments, developed under AGS auspices, 
are available to members to aid them in judging and 
demonstrating the qualities of diamonds and other gem- 


stones. Left. the Colorimeter, an electronic device that 


answers the difficult problem of grading a diamond for 


color. Right, the Diamondscope, which magnifies and il- 


luminates diamonds and other transparent stones. 


WHAT AGS DOES TODAY (from page 112) 


you qualify for the title, Registered Jeweler, 
American Gem Society, or become a Graduate 
Member (Wholesale) are you privileged to pub- 
licize your affiliation. 

Here, though, is where time and effort are re- 
quired—unless you already are firmly grounded 
in gemological knowledge. To become a Regis- 
tered Jeweler or Graduate Member (Wholesale) 
you must pass the Society’s examinations on gem- 
ology; or satisfactorily complete the Society’s 
correspondence courses in this field. This serious 
study of gemstones will increase your knowledge 
about your business and merchandise—and your 
pleasure in both—and make you a better sales- 
man. 

If you earn the title Registered Jeweler, your 
firm can use it, too—subject to year-to-year re- 
newal. Each year you must answer a question- 
naire on the latest developments in gemology; 
and your firm must prove that it is continuing to 
adhere to the Society’s high ethical standards. 

With further study, a member may earn the 
title, Certified Gemologist, AGS. That is a title 
which may be advertised with great pride, be- 
cause it is awarded after three or four years’ 
advanced study in the fields of chemistry, geology, 
gemology, mineralogy, physics and optics. 

Finally, a firm may publicize that it maintains 
an Accredited Gem Laboratory—if it has suf- 
ficient equipment under the supervision of a Certi- 
fied Gemologist. Then, in its advertising, the 
store tells the public: “Here is a place where 
you can get authentic information about your 
gemstones.” 


AGS Informs Public 

You may ask, is the public aware of these 
awards and what they mean? Most certainly! It’s 
our business to inform the public about our So- 
clety and its members. 

In fact, AGS functions fall into three over- 
lapping brackets: Service to the public, the in- 
dustry and the retail jeweler. 

In the public protection, the Society has ruled 
that all AGS members must comply with Federal 
Trade Commission and Better Business Bureau 
regulations that affect the jewelry industry. 
When these, or any rulings of the Society itself, 
are violated, the member is subject to disciplinary 
action and, possibly, expulsion. 

One of the Society’s most effective public rela- 
tions projects is providing retail members with a 
booklet, About Gems and Jewelers, for distribu- 
tion to the public. This booklet gives sound in- 
formation on diamonds and other gemstones, 


(please turn to page 116) 
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SYMBOLS OF STRENGTH IN OUR INDUSTRY 


There is a solidly rooted partnership between member jewelers of the 
American Gem Society who carry Rolex watches—and the Rolex Watch Co. 
Both enjoy the benefits of quality quality of organizational standards— 
quality of product, for Rolex is acknowledged the world leader in the pro- 


duction of Wrist Chronometers. 
Rolex policy, preferred by jewelers, and Rolex product, preferred by consum- 
ers, create unshakeable public confidence in the jewelers’ absolute integrity. 


AMERICAN ROLEX WATCH CORP., 580 FIFTH AVE., NEW YORK 
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“Pearls of Wisdom” 


“Orienta 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


45 Nassaw St., New York 














In Our 90th Year 
We Are Glad 
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CONGRATULATE 


the 


A.G.S. 


On Their 


25th Anniversary 


J. Milhening, Incorporated 


2033 Park Ave. 
Detroit 26, Michigan 
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WHAT AGS DOES TODAY (from page 114) 


explains what a Registered Jeweler or Certified 
Gemologist is—and why it is desirable to deal 
with trustworthy merchants. 

Every AGS member in the U. S. and Canada 
is listed by states and cities in this booklet which, 
also, is placed in libraries throughout the U. S. 
and Canada. 

That the public is eager for authentic informa- 
tion about jewelry and jewelers was demon- 
strated recently when we ran a short series of 
ads describing AGS in the Saturday Evening 
Post. In response, we received more than 7,000 

(please turn to page 118) 





National advertising, currently designed to reach teen- 
agers, and mats for Registered Jewelers’ use in local 
advertisments, help alert the public to member firms. 
Members tie in their local promotions with the Society’s 
national advertising which appears this spring in Seven- 


teen and Bride’s. 


AGS executive director Alfred L. Woodill confers with 
Natalie Rapp, who is in charge of editorial and member 


services. 
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Men's Square $2,200, 
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Happy Birthday fo 
AMERICAN GEM 


SOCIETY 


WMptlClsa— 
REGISTERED—INSURED 


DIAMOND RINGS 


DIVISION OF 


S. H. CLAUSIN & COMPANY 


Minneapolis - Spokane - Salt Lake City 
1885 — — 1959 
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With best 
wishes 

to the 
A.G.S. 

on its 


25th Anniversary 


UIRARD-PERBEGAUS 


fine Watches since 179] 





A CLUB FOR 
SUCCESSFUL 
SALESMEN 


Better informed salesmen are inspired salesmen. Inspired 
salesmen se// more. JC-K informs, enthuses, provides the 
excitement which salesmen must have if they are to transmit 
their interest in merchandise to the customer. JC-K does 
this best when the salesman is reading his own personal copy 
at leisure and thoroughly. 

Write JC-K about the special “Club Subscriptions’ which 
every siore can aftord in the interest of alert salesmen and 
more lively sales. 


JEWELERS’ CIRCULAR-KEYSTONE 
CHESTNUT & 56th STS., PHILADELPHIA 39, PA. 











WALTER ARNSTEIN wwe. 


IMPORTER OF COMMERCIAL GEMS 
SALUTES 


AMERICAN GEM SOCIETY 


Selection of Unmounted Gems Available 


RUBIES (fine dia. cut) 
ZIRCONS (nat. and pro. colors) 
JADE (processed color) 


BLACK STAR SAPPHIRES 
BLUE SAPPHIRES (fine dia. cut) 


WALTER ARNSTEIN, INC., 580 5th Ave., N.Y.C. 36, N.Y., JU 6-0459 
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WHAT THE AGS DOES TODAY (from page 116) 


letters from grateful readers asking for more 
information about gemstones, inquiring where 
they could locate Registered Jewelers. “. . . This 
is a fine service, since most of my friends, and 
myself, buy our jewelry and then hope for the 
best...” is a typical comment. Each correspon- 
dent was sent a copy of the booklet, About Gems 
and Jewelers. 

Other advertisements, aimed at fostering good 
buying habits in the teenage girl, have been 
placed in such magazines as Seventeen and 
Brides. 


Many Services to Jewelers 

Our services to jewelers are so many and 
diversified that I can not explain them all here. 
However, they include: Publication of a booklet, 
Your Wholesalers, which contains an alphabetical 
listing of all Graduate Member (Wholesale) 
firms along with individual Graduate Members 
(Wholesale) for use by retailers as a buyers’ 
guide; numerous booklets and pamphlets giving 
information about birthstones and other gem- 
stones; newspapers mats, radio scripts, display 
materials and lectures for the retailer’s local use. 

The Society controls the trade mark on and 
distribution of the Diamondscope and Col- 
orimeter which may be sold or leased to mem- 
bers (85 per cent of all Registered Jewelers have 
one or more Diamondscopes in their stores) ; and 
it designs and builds for members special window 
displays to educate the public about gemstones. 

Membership is divided into local Guilds, which 
usually meet monthly; and each month a news- 
letter called Guilds goes out to AGS members to 
keep them up-to-date on Seciety developments 
and other matters of current interest. 

To most of us, the high point of the year is the 
annual meeting, or Conclave, of AGS. This is not 
only a business meeting. It is also a stimulating 
educational session with laboratory work on gem- 
stones and lectures covering all new advances in 
gemological knowledge. 

Our Society is not a particularly large organi- 
zation compared with some associations in Amer- 
ican industry. Nor, probably, will it ever be. Our 
strict admission policies, our limitations on mer- 
chandising conduct and the intensive study a 
jeweler must put into becoming an active member, 
are bound to limit eligibility. 

Membership may not be either applicable or 
interesting to every jeweler. But our Society’s 
basic concern for truth in selling will, we hope, 
extend throughout our industry as one of the 
forces which work toward the jeweler’s increased 
prosperity and continued prestige. See 
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AGS Offers These Services to Society Members 














Material available to AGS members, free or at cost. a bound book of lectures; Registered Jeweler’s counter 


Left: Certificates for various classifications of member- ecard: lectures on diamonds with Kodachrome slides. 


ship; publications, and types of insignia that are supplied Right: pamphlets for rhembers to distribute to customers, 


to members. Center: services available to Registered which explain the Registered Jeweler and Certified Gem- 


Jewelers include: films (on loan without charge) to show ologist titles; factors that determine diamond quality; 


before clubs and other groups; Diamondscope display the remounting of gems; the care of fine jewelry, silver 


ecard, brochures describing AGS travelling window dis- and watches; the beauty and romance of birthstones. 


plays; a book of diamond certificates for registering sales; These services build both prestige and sales. 
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IMPORTERS AND DEALERS—DIAMONDS AND ALL PRECIOUS STONES 


18 East 48th Street New York 17, N. Y. 
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the 
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CANNON-SCHAEFER AGENCY 
315 WEST FIFTH ST. 


Los Angeles 13, California 


GEORGE C. HOUSTON 


448 SOUTH HILL STREET 


Los Angeles 13, California 


SIMON-GREEN CO. 
315 WEST FIFTH STREET 


Los Angeles 13, California 











AGS Committees 
—personnel and functions 


@® THE AMERICAN GEM SOCIETY of the United 
States and Canada is governed by the Interna- 
tional Committee with the assistance of various 
Standing Committees, as follows: 


The International Committee is composed of 15 
active members of the Society representing the 
geographical areas from which the membership 
is drawn, plus certain ex-officio members. The 
chairman also serves as president of the Society. 
He and the vice-chairman are elected at the an- 
nual meeting of the Society. Other members of 
the committee are elected from a slate drawn 
by the nominating committee. No member shall 
serve more than four consecutive terms and no 
officer may serve in the same office for more than 
two years. Members are: 

Chairman—Harry R. Gerber of Bramley & 
Co., Inc., White Plains, N. Y.; vice-chairman— 
Lester W. Moon of Moon Jewelry Co., Tallahas- 
see, Fla.; secretary—Darwin R. Neumeister of 
Bigelow, Kennard Co., Boston; assistant secre- 
tary—William S. Preston Jr. of F. J. Preston & 
Son, Inc., Burlington, Vt.; William H. Baum- 
gardt of C. A. Kiger Co., Kansas City, Mo.; 
Stanley E. Church of Church & Co., Newark, 
N. J.; George A. Doering of Gulliksen Jewelers, 
Detroit; Howard E. Hawk of Argo & Lehne, Co- 
lumbus, Ohio; Leo L. Kaplan of Lazare Kaplan 
& Sons, New York; Mrs. Nellie Gilmore Ohlbach 
of A. C. Hover, Paterson, N. J.; Arnold A. Schiff- 
man of Schiffman Jewelry Co., Goldsboro, N. C.; 
Allan L. Stevens of Stevens & Son, Salem, Ore.; 
John J. Taylor, Hamilton, Ont.; J. Willard Tobin 
of J. Ralph Tobin & Son, Springfield, Ill., and 
Clark Wagner of Wagner’s Jewelers, Amarillo, 
Tex. Ex-Officio: George J. Sloan of Sloan’s, Tulsa, 
Okla., immediate past president; also the secre- 
tary of the International Admissions Board, the 
chairman of the Examinations Board and chair- 
men of all standing committees. 


The Board of Directors: Control of the legal 
and financial aspects of the Society and direction 
of the headquarters office rests with this board. 
It consists of five members elected at the Society’s 
annual meeting. Customarily, only members who 
live reasonably close to Los Angeles are elected, 
so that the Board may meet whenever necessary. 
On the Board are: 

Chairman — Fred J. Cannon of Cannon- 
Schaefer Agency, Los Angeles; vice-chairman— 
Frank Davidson of Geo. D. Davidson, Los An- 
geles; secretary-treasurer—James G. Donavan 
Jr. of Donavan & Seamans Co., Los Angeles; 
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Howard J. Henkes of J. H. Henkes, Jeweler, Los 
Angeles; Clarence Van Deusen, Santa Ana, Calif. 


The Advisory Committee is composed of the 
past presidents of the Society. They are available 
to the International Committee for consultation 
on matters of policy and procedures. They are 
invited to attend all meetings of the International 
Committee, but have no vote at such meetings. 


Standing committees and boards, composed of 
active members of the Society, are appointed 


by the president: 


The International Admissions Board, assisted by 


the regional membership committees, governs’ 


the election of new members and has the respon- 
sibility of enforcing rulings and standards of the 
Society. Frank Davidson is the non-voting secre- 
tary. 


The Examinations Board has jurisdiction over 
all matters pertaining to the educational require- 
ments for the various classes of membership and 
titles. It establishes and administers all examina- 
tions given by the Society to its members. On the 
Board: 

Chairman—Herbert E. Reid of Henry C. Reid 
& Son, Bridgeport, Conn.; Milton Gravender of 





Lazare Kaplan & Sons, New York; Kenneth G. 
Mappin of Mappin’s Ltd., Montreal, Quebec. 


The Membership Committee is composed of 
representatives from each state. Stuart A. Green 
of M. L. Green & Son, Mount Clemens, Mich., is 
chairman. This committee, assisted by the re- 
gional membership committees, suggests names 
of individuals and firms who would be desirable 
members of the Society and attempts to interest 
them in making application for membership. 


The Advertising Committee helps members 
with their own advertising by preparing various 
types of aids; promotes and sponsors national 
advertising and promotional campaigns designed 
to acquaint the public with the aims and ideals 
of the Society and the meanings of the titles it 
awards. Committee members: 
Chairman—Thomas F. Kavanagh of W. C. 
Cornell Co., Newburgh, N. Y.; vice-chairman— 
Carroll C. Seghers of Carroll’s Jewelers, Coral 
Gables, Fla.; secretary—William <A. Boss of 
Samuel Kirk & Son Inc., Baltimore, Md.; assis- 
tant secretary—Hugo F. Kofmehl of Kofmehl 
Jewelers, Duncan, Okla.; Karl A. Schwemmer of 
Arthur Schwemmer, Jeweler, Reading, Pa. 





The Graduates Committee controls matters par- 











Congratulations and Best Wishes to 
The American Gem Society 
On Their 25th Anniversary 
JUERGENS « ANDERSEN CO. 
bine fewelry Since 18354 
55 E. Washington St., Chicago 2, lilinois 


yEWELERS’ CIRCULAR-KEYSTONE, MARCH 195 





121 





AGS COMMI1ITEES (concluded from page 121) 


ticularly affecting title-holders of the Society and 
considers and recommends extension of educa- 
tional services to members. Committee members: 

Chairman—Orlando S. Paddock of Mermod- 
Jaccard-King, St. Louis, Mo.; vice-chairman— 
Henry A. Stevenson of Bickson, Inc., New York; 
secretary—R. D. Buttermore Jr., of R. D. Butter- 
more & Son, Parkersburg, W. Va.; assistant sec- 
retary—W. W. Putnam of W. W. Putnam, Talla- 
hassee, Fla.; Canadian secretary—Richard Mun- 
roe of Mappin’s, Ltd., Montreal, Quebec; Robert 
Limon, Washington, D. C. 


The Nomenclature Committee has jurisdiction 
over all matters pertaining to gemstone nomen- 
clature and description. It is particularly inter- 
ested in the methods used by members in present- 
ing their merchandise to the public, both in ad- 
vertising and over-the-counter selling. On the 
committee: 

Chairman—James Rudder of Claude S. Ben- 
nett, Inc., Atlanta, Ga.; vice-chairman—Anton 
W. Fetting of A. H. Fetting Co., Baltimore, Md.; 
secretary—Edward C. Borland of Edw. C. Bor- 
land Gems and Jewelry, Kenosha, Wis.; assistant 
secretary—Andrew B. Heinzmann of H. R. Bene- 
dict & Son, New York City; Canadian secretary 


Murray S. Savauge of The T. Eaton Co., Ltd., 
Toronto, Ontario. 


The Nominating Committee, appointed by the 
president, prepares the slate of nominees from 
which the International Committee is elected. 
Members are: 

Chairman—George J. Sloan of Sloan’s, Tulsa, 
Okla.; Kenneth I. Van Cott of Van Cott Jewel- 
er, Binghamton, N. Y.; Leo Henebry, Fayette- 
ville, N. C.; William Preston of F. J. Preston & 
Son, Inc., Burlington, Vt.; C. L. Thomas of C. L. 
Thomas, Kennett Square, Pa. 


The Manufacturers, Importers, and Wholesalers 
Committee considers matters bearing particularly 
on their branches of the industry and fosters 
closer cooperation between these branches and 
the retailers. Committee members: 
Chairman—Martin Stone of F. & F. Felger, 
Inc., Newark, N. J.; vice-chairman—Thomas F. 
Gorman of J. C. Keppie Co., Pittsburgh, Pa.; 
secretary—lIra J. Seigfried of C. A. Kiger Co., 
Kansas City, Mo.; Charles W. Becken of A. C. 
Becken, Jr., Chicago; Gustav Hennings of 
Newark, N. J.; William T. Collison of Collison 
Bros., Philadelphia; Harold E. Loughmiller of 
Traub Manufacturing Co., Detroit; Hubert A. 
Fischer of Hubert A. Fischer, Chicago. & @& & 
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crystal to tinished brilliant. 


{ 


individual 


CLARK BUILDING 





“Stars [hat Shine Forever. 


A 25-minute movie in full color, photographed at our Johannesburg cutting 


This film illustrates the transformation of a Keppie diamond from rough 


We pride ourselves in adhering strictly to the American Gem Society criteria tor 


correct proportioning and accurate grading. 


Stars That Shine Forever’, a 16 mm sound film, is available at no charge tor 


or group showing. Write or call: 


J. C. KEPPIE CO. 


Diamond Cutters & Importers 


PITTSBURGH, PA. 
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Ar pays You To REMEMBER 
WEDDING ANNIVERSARIES mn 


... heres an easy way to do it! 














@ SUCK YOUR THUMB—pace the floor—chew on a pencil 
possibly scratch your head? Is that the way you stir your 
memory? If it is it’s permissible to say that your: 


1. Thumb is wet 








”?. Floor is worn 





3. Stomach is full of wood and graphite Specially colored monthly tab card to organize this reminder 


1. Head is bald and most of your hair is under your system for your customer's anniversaries. 


fingernalls. 





For a businessman, especially a jeweler, to have to resort 
to the above methods is not only dangerous to his health 
but it also reveals a lack of organization. 


Wedding Date 


‘ : names of couple 
One of the occasions on which many a jeweler has been - 


forgetful is his customer’s wedding anniversaries. Sure, 
you have probably pitched the 25th and 50th but what 
about all the ones in between? It’s widely known that 
many jewelers neglect this business—even though the business address 
profits therefrom could be very substantial! 


home address (after marriage) city state 








business telephone salesman’s 
The main problem seems to be one of record keeping name 
having handy the few facts necessary to alert you to com- GIFT RECORD 
ing anniversaries so that you can contact the male cele- a ard 5th 
brant in advance. Well, here’s the easiest way we've seen : 7 
: : 2nd 4th 6th 








to solve that problem and start bringing in some extra 





‘ash. 
This is the index card which provides all the data you need 


The entire program revolves around this file card. You in order to operate this program. 
record the name, address and wedding date when the 
young couple comes in for nuptial rings and from then 

. on you’re set. By placing the card in proper sequence in 
a tickler file, arranged by months, you have a system for 
reminding yourself each year to remind the husband of 
his approaching wedding anniversary each year there- 
after. The fact that a jewelry gift is the best expression 
of the love he has for his marital partner and that youn 
store is well stocked to meet his needs naturally follows. 
See?—couldn’t be simpler! 


Please send to me the following quantities of 
wedding anniversary reminder cards. 


a index cards, alone with 
tater sets of monthly tab cards. 


Name 
To order your supply of both the index and the tab cards, 
fill in the coupon. Minimum quantity available on the 
index cards is 100. Prices include postage. 


Street 


ae . > err 
100 3 X 5 index ecards ..... s éea.- be . 
additional 100’s ..... - eae “Se State 
set of 12 monthly tab cards am, sarmva 4 ot) , : ; : ; 
' Send this coupon along with payment to JEWEL- 
Order your complete SUDDIV now. rhe smal] expense ER: ( [hR¢ | LAR KEY: PONE, 6th & ( HE: | 


NUT STS., PHILADELPHIA 39, PA. 


involved is well worth the better memory and increased 
sales which will accrue. 





Once agai 
again—as you might expect — 


the world’ 
d’s most coveted award 


“FIRST PRIZE FOR 


oe WATCH PRECISION” 
1as been won by Patek Philippe 


at the 
Geneva Observatory Competition 


WESTE 


IATIONA 


INTERN 3 COMMUNICATION» 


Received WIA WESTERN UNION CABLES, New York, ® ¥_ Telephone HAnover 2-2920 


PATEK NEW YORK 
© WINS FIRST PRIZE 


RY CONTEST FO 
HIGHEST RECORD EVER 
H IN THAT CATEGORY 


IN THE 1958 


PATEK PHILIPP 
GENEVA OBSERVATO 
PRECISION ESTABLISHING 
HIEVED FOR A SINGLE WATC 
PATEK PHILIPPE 


] el « 0 ¢ ‘ | t k I | | ju ‘ f Ge 
Z 


in the celebrated GEN 
ated GENEVA OBS 
SERVATORY 
competition. 


PATEK PHILIPPE 


THE HE 
NRI STE Cc A te 
ne | RN WA G 
pega se TCH ENCY INC 
New York ; 
17 














Originally established 1866 


Jacobson, |nc. 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Telephone: CIrcle 6-4313 
Jacobson Bros Diam 32/34 Holborn Viaduct, London 
° ond Corp. Cable Address: ‘‘Redlace’’ New York 

















AN EXTRA SALE IN THE 
BRIDAL MARKET ! 


|={-Yer-t0t-1-m-Jal- Me (oh\4-1- o] a —loilo]0l-mhdallalel_marmem- Mel —laalt-340lelel lel clelel. @ 

—T oF-Ta dilate mm cla iiit-tahe_rar-1-2 a8 aM lodama. dalh<_mr-iiaaleit-uc-le Mil -t-tdal-lamollaleilalet-# 
Tale: @ojalo)leot-me)m-)4'41-1-m- tale Mel -t-]lelal-same- al laa -t-10-)4)e]| i -> ag -T-1l mr he 
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o]5) Mei 39)9)), lem tele) 4 GUESTS PHOTOGRAPHS 
W3202 G8102 w1008 
Ret. $6.00 Ret. $5.50 Tie PAL?) 


COAG ET AND COMPANY 


Publishers * Norwalk, Connecticut 
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Marquise cut) gains 
popularity. Simple illu 
ting makes stone 
larger—and size is 
more important than 


perfection to today’s 


younr coupies, 


Qne shank does double 


gutyv for both wedding 
and engagement ring’s In 
design at right. Thus the 
diamonds are always po- 
sitioned for maximum 
effectiveness. 
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Deftly segmented en- 
vagement and wedding 
rings look all of a piece, 
blaze with the fire from 
massed stones. Dramatic 
designs like that at left 
are joined skillfully via 


integrated edges. 


by Jerry Gewirtz, JC-K Fashion Consultan’ 


* Colored stones used more freely 


Shapes change from severe silhouette to 
rounded ones. Like apparel, new diamond 
ring styles stress soft contours. . There’s 
a re-emergence of fancy cuts, such as mar- 
quise, pear and heart, in all sizes; even 
pointers. 


Large stones in much demand—and harder 
to get, especially 5 carats and over. Metro- 


politan centers selling these in unbelievable 
numbers. City jewelers actually featuring 
10-, 15-, 25-carat rings. ‘‘White imperfect” 
far in the lead, in both large and small sizes. 
.. . Illusion emerald cuts, with new tops to 
enhance size, still the volume-getters in 
middle-price range. ... New oval cut gains 
stature—makes stone appear larger than 
brilliant cut. ... Total weight sets still look 
good; sell even better. 

Segment sets make their debut. Dramatic 
designs join skillfully in diamond-set bands 
with integrated edges. Men’s rings, fre- 
quently set with diamonds, too, also come in 
this style. .. : All-in-one shank—two rings, 
one shank—are guaranteed never to twist or 
turn. . . . Marquise, pear, rounds with ta- 
pered baguettes, used arttully in combina- 
tion diamond engagement and wedding rings. 
... Inside device holds some rings firmly on 
finger. 

Shortage of rough has upgraded the price of 
big stuff; and increasing labor costs will push 
current prices even higher. 

engage- 
ment rings along with diamonds—emphasiz- 
ing brilliance of the white. ... Italian finish 
applied more adroitly ; used most successfully 
in two-tone finish. Zee 
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DAI@) IDSs 


Emerald Cut 
and Marguise 


mounted or 
unmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 


We i ee al tae in ptatentg estates . we and unmounted from which 
jewels which your customers submit to you for sale to make your selection. 


JEROME RICHHEIMER » 
an Bg — ‘ 


you on your special calls. 
un te 


608 Filthy Avenue New York 20, N. Y. 
Phone: Circle 5-5673 


by CHESTERFIELD 


ewe! Swiss movement... 


tlexible mesh bracelet... 
Wai @ <olcei mele) ommaeltis- 
unbelievably low price. 


CHESTERFIELD JEWELERS, INC. 
33 West 46th Street, New York 36, N. Y. 
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Courtesy Cranbrook Institute of Science 


All the blues of the sea are yours to offer in 


Aquamarine: citi 


by Dr. Frederick H. Pough, Gem Consultant to JC-K 


@ THE MORE SALABLE BIRTHSTONE for March is 
aquamarine, although the traditional gem is blood- 
stone. But the appeal and usefulness of bloodstone 
is limited; so the alternate for this month has 
much more significance commercially. Aquamarine 
satisfies the requirements for a good birthstone. 
lt is attractive, available, abrasion resistant and 
abundant. In addition, it offers an interesting 
range of prices and qualities. The cheapest aqua- 
marines cost no more than amethyst; the more 
costly are dearer than some sapphires. 

What’s more, aquamarine possesses legendary 
properties which are unique among birthstones. 
kor example, it functioned as a Middle Ages-type 
Ouija board, when properly set up. You suspended 
an aquamarine ring by a long thread so it hung 
just at the surface of a bow! of water, around the 
edge of which was the alphabet. Questions were 
answered as the ring moved from place to place 
along the edge, spelling out a response. Even more 
remarkable, it could call the Devil from Hell and 
force him to answer questions. If people actually 
believed this, it must have been because no one 
ever dared to try so risky an experiment! 

Like amethyst, topaz, and a number of other 
stones we shall meet, aquamarine is only a color 
phase of a fairly common “rare mineral.” Aqua- 
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marine is beryl, a silicate of beryllium and alumi- 
num, found almost exclusively in pegmatites. Its 
many gemmy color varieties include pink mor- 
ganite, green emerald, and yellow golden beryl. 
We shall hear more about green beryl in May; but 
the pink and gold don’t enter the birthstone lists. 

Beryl is hard (8) ; low in refractive index (1.57- 
1.58) : low—for a gemstone—in specific gravity 
(2.65-2.80), and (if pure) colorless. The invasion 
of minor impurities causes the different color 
phases. As with many minerals, though, the pig- 
menting agent is not always certain. Scandium, an 
extremely rare element, has been suggested as the 
color source for aquamarine; but iron seems more 
likely. (Iron creates many different hues in its 
various states of oxidation and combination; and 
iron is somewhat ubiquitous. ) 

Aquamarine is named for its resemblance to 
the blue of sea water; and the name is apt, for its 
color is as variable as the color of the ocean. 
Sometimes it’s as blue as Capri’s famed Blue 
Grotto; often it has the greenish blues of the Gulf 
Stream, or, rarely, the cold blues of the North 
Atlantic. 

Aquamarine can be very pale, nearly white or 
colorless, in fact. Such stones, which look bluer 


(please turn to page 132) 
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FOR WHAT IS NEW ... in religious jewelry 


( Re L \ ( | MANUFACTURERS OF saan? es 
| a AVE MARIA” ROSARIES A: Sterling Silver large 6- 


way combination medal. 
Includes (Crucifix and 
Holy Ghost. Scallop edges. 
Satin finish. 


MEDALS ALSO 
IN 12 KT. G.F. 
OR 10 KT. GOLD 


B: Sterling Silver, medium 
round, St. Christopher 
Medal. Scallop  adges. 
Pierced. Satin finish. 


C: Sterling Silver, large 

oval Miraculous Medal. 

Scallop edges. Sculptured 

Design. Satin finish. 
HANDSOMELY GIFT BOXED 


Aurora Borealis Rosary in Sterling Silver or 12 KT. G.F. 7mm Size Diamond- 
Cut. Also available in Round Facet and Pyramid Cut. 


_ 
j 
Wr te 4 r toroatiirea ING P rt+har +~ Pr 
U S U ° 


A. F. GRENCI—136 STANDARD AVE., BUTLER, PENNA. 


ALL MEDALS 
CHAINED AND BOXED 


WE CARRY A LARGE STOCK 
OF THE FINEST IN 


DIAMOND JEWELRY 


AND 


PRECIOUS STOINES 


f 
a) 


~ i 
Fe 6 WEST 48 STREET 
MS NEW YORK 36, N.Y. 


¢ 


sens 


Special order work designeal and execited by expert craltsmen 
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Martin Krasnick 
Community Jewelers 


Elgin, Illinois 


Long experience with 


‘consumer me 


acceptance 
top quality, 


lines proves to sue 


[llinois jeweler— 


brand name 


“cessful 


How you can increase 


sales volume for more 


® What are the ingredients for efficient, profit- 
able retail jewelry selling today? There are per- 
haps many answers to this fundamental ques- 
tion. Burt, on the basis of long experience and 


proven results, Martin Krasnick, owner of the 


handsome new Community Jewelers store in 
Elgin, Illinois, believes the key to prosperity 
lies in lines with ‘consumer acceptance. — 

These are top quality, brand name lines 
whose national advertising and merchandising 
programs help to pre-sell customers. Mr. 
Krasnick converts this initial selling effort into 
business for his store through aggressive ad- 
vertising, promotion and display of these lines 
at the local level. When it comes to the jeweler's 
principal profit line, diamond rings, Mr. 
Krasnick has this to say in a recent letter to 
A. H. Pond Company: 

‘We thought you would like to know that 
the sale of Keepsake Diamond Rings has con- 
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profzts 


tinued to increase annually since we first started 
selling the line over 13 years ago. 

‘Having the largest and, in our opinion, the 
best national advertising program, Keepsake 
has excellent consumer acceptance. This is most 
important to us, for it makes our own promo- 
tion easier and our selling more profitable be- 
cause of larger volume. We find your newspaper 
mat service and Keepsake theater commercials 
particularly useful and effective in our adver- 
tising. 

‘As you can see from the enclosed photo- 
graph, we aim to make our new store a com- 
munity landmark in Elgin, and Keepsake adds 
valuable prestige to this identification. 
Keepsake’s fine window and counter displays, 
plus attractive ring box, make it possible to 
do a good merchandising job at the point of 
sale. All of the above features make Keepsake 

easy to sell, and perfect quality keeps it sold. 
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Illuminated clock and striking modern design have made Jeweler 


Krasnick’s new store a 


“Incidentally, your national advertising di- 
rected to teen-agers is right in line with our 
thinking. We are doing good business with 
young people and look forward to increasing 
it a great deal with the help of programs like 


Keepsa ke s. = 








Some of the advantages of the Keepsake pro- 
gram that have contributed to the successful 
progress of Community Jewelers and countless 
other authorized Keepsake Jewelers are: 


NATIONAL ADVERTISING—a powerful, pre- 


selling campaign consisting of all full pages— 
many in color—in 16 leading national maga- 
zines appealing mainly to your best customers 


for diamond rings—teen-agers. 


DEALER SALES AIDS—an outstanding pro- 
gram including newspaper ad mats, beautiful 
motion displays, point-of-sale materials, neon 
sign, theater commercials, radio and TV spots, 
consumer Jiterature—and a new, exclusive 
‘teen-age’ promotion that has already proven 
a terrific trafhc builder. 


“SArc AA AD 
Wi ¥ j 


community landmark in Elgin, Illinois. 


“YELLOW PAGES” ADVERTISING—on a co: 
operative basis, to identify authorized Keepsake 
Jewelers in the “‘where-to-buy-it'’ section of 
local telephone books . . . tied in directly with 
the yellow-page reference in all Keepsake mag- 
azine ads. 


PERFECT QUALITY—the big ‘exclusive’ 
point for every Keepsake Jew eler a perfect 
center engagement diamond, guaranteed and 
permanently registered for the customer's pro- 
tection by the famous Keepsake Certificate. 


NEW, EXCLUSIVE ‘‘TEEN-AGE”’ PROGRAM— 
an advertising and merchandising program 
geared specifically to attract more of the great 
and growing American teen-age market to the 
stores of Keepsake Jewelers for hope-chestr, 
engagement, wedding and ever-after business 


sales 





If you are interested in increasing sales 
volume for more profits with the help of 
a dynamic, sales-building program, write 
today to: 
A. H. POND CO., INC. 
Syracuse 2, N.Y. 














AQUAMARINE: THE BIRTHSTONE FOR MARCH (concluded from page 128) 


as a group than they do singly, are extremely 
cheap. They sell for little more than the cutting 
cost—in calibrated sizes for about $1 a carat, 
Keystone. But the moment a touch of color ap- 
pears the price starts to climb. A stone that shows 
up pale blue next to a really white stone may 
Keystone at $6 a carat. From there on, the price 
mounts rapidly, and stones have sold for as much 
as $40 or even $50 a carat when the color is really 
deep. 

Size is no factor in price. Since even gemmy 
aquamarine crystals often reach several kilos in 
weight, the size of the stone to be cut is more 
likely to be dictated by the seller’s choice and 
fashion’s demand than by a lapidary wanting to 
get the most out of the piece of rough. Pale rough 
which looks aimost white in a one-carat stone can 
look quite blue in a 25- to 50-carat stone. So aqua- 
marines generally are offered in larger sizes. 


Deep Blue Gems Scarce 

Deeply colored gems that weigh but half a dozen 
carats are the hardest to find; and they sell at a 
per carat price well above that of the larger stones. 
This is certainly a reversal of the usual rule. You 
can supply your customer with a choice of sizes, 
all about the same blueness, at the same price— 
a uniquely interesting situation in jewelry stones. 
Your only difficulty will be in trying to get a small 
stone with a deep blue color; and then the cus- 
tomer, who has always heard that prices rise with 
size, will be taken aback. Best to forewarn a cus- 
tomer before undertaking a search for a special 
stone. (Incidentally, the same thing is true of 
golden beryl and morganite; pale colors are the 
rule in beryl, and deeply colored stones of mod- 
erate size are always the least available and the 
most costly.) 

Brazil is our chief source of aquamarine, though 
it comes from other lands as well, often in better 
colors. Some years ago a mine named Fortaleza, 
in northern Minas Geraes, produced deep blue 
stones, real gems of a hue approaching that of 
the paler Ceylon sapphires. Very few stones of 
this type have been found in recent years; most 
of those on the market today are medium to pale 
blue. 


Heating Improves Color 

Many aquamarines have a yellowish cast, al- 
most surely the result of association in the ground 
with small quantities of radioactive minerals. 
Experiments with beryl show that a yellow color 
results from bombardment, and it appears to be 
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a permanent change. Heat will drive the sec- 
ondary color away, though; and many years ago 
it was accidentally discovered in Brazil that gentle 
heating would improve the blueness of green- 
ish aquamarines. Today, most aquamarines are 
heated, as a normal part of their preparation 
for the market. This is not considered worth 
mentioning by Brazilian dealers in these stones. 

The heating is easy to do. The finished, un- 
flawed stone is placed in a Pyrex test tube or flask 
with a cotton wad as a stopper, and is slowly and 
gently warmed, well below red-heat, until the 
greenish color disappears. The only trick is not 
to let it get so hot that it will crack. 

Since an aquamarine is low in refractive index, 
it is usually fashioned as an emerald or step-cut 
stone, rather than as a brilliant. Some of the Cey- 
lon “‘native-cuts’” (a sort of oval step-cut) are 
very attractive, though one might wish for a little 
more individuality in these stones, especially the 
larger ones. 

Madagascar and Africa, India and Siberia are 
other sources of aquamarines. The U. S. has con- 
tributed some stones, but few to commerce. Mada- 
gascar seems to have the greatest undeveloped 
potential and should some day replace Brazil— 
when its resources are intelligently developed in- 
stead of being exploited on a grab-what-you-can- 
get vasis, as is done now. 


Aquamarine Cats-eyes 

Some of the unusual aquamarines found with 
wholesalers can be useful in selling a customer 
who is a connoisseur and wants something dif- 
ferent. In recent years some delicately tinted aqua- 
marine cats-eyes have appeared on the market. 
Though the eye is not brilliant, it is sometimes 
quite distinct. Since they are so little known, the 
price is very modest—less than that of clear aqua- 
marines of equal blueness. Were the demand 
greater, they could become quite expensive; and 
perhaps they will. 

Less striking and salable, but also interesting, 
are the bronzy star aquamarines of recent date. 
From the side you see that the cabochons are cut 
from clear aquamarine crystals, interrupted by a 
series of infinitely thin, bronze-colored plates par- 
allel to the base. According to one theory, they 
are plates of crystallized ilmenite, an iron ti- 
tanium oxide. A complex beryllium-bearing phos- 
phate seems another possibility. When the stone 
is cut, it gives a weak star effect, resembling the 
Australian black star sapphire. These, also, are 
quite cheap because they are so little known. Yet 
they, too, are birthstones for March. See 
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Rubies, Star Rubies 


Sapphires, Star Sapphires 


Emeralds, Catseyes . . . 


Loose or in Platinum 


Diamond Mountings 


of Exclusive Design... 


VY a RK MWSOP? bu: 


Formerly Robinson & Sverdlik 


O10 FIFTH AVENUE, Rockefeller Center 


New y ork yA ; 


New York 
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Beautiful 





Slimline Radios 


@ exclusive slimline radio design. 
@ eye-catching color combinations. 
@ uniform top quality through automation 


SLIMLINE CLOCK RADIO MODEL 2207 


Stunning clock radio featuring exclusive SYLVANIA 
Panelescent dial. Full-feature clock, appliance 
outlet. Sapphire and White, Caravan Brown and 
White. Only $39.95*. 


Priced for impulse purchase 

SYLVANIA pricing is perfect for quick turn- 

over and plus profit. 

TABLE MODELS ° CLOCK RADIOS 
TRANSISTOR PORTABLES 

Parts and service guaranteed for 90 days 

through the authorized Sytvania Service 


Agency (see service warranty ). 
* Suggested list price 


Mail this coupon today! 
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llicott Street, Batavia, New York 
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Sylvania Home Electronics, Department RVJ, 700 E 
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Please send me additional information on Sy_LvAN1A Radios and my merchandising and profit opportunities. 


Store Name 


Street 


County 


City 


Wholesaler [) 


Retailer (1) 


Check one: 





Mer. Name 














CUSTOM-SIZE* 
WATCH BANDS? 


Good sales-clinching reasons — 

Duchess Bandmaster = r | 2A 
CUSTOM-SIZE permits Orn) 
on-the-spot tailoring of the 
band to customer’s wrist. 
You can add or remove 
links without special 
tools—close the sale 
while the customer 

is still “sold”’. 










Watch companies know this, know that quality Duchess 
Bandmaster helps sell their watches. That’s why more 
and more top watch companies specify Duchess Band- 
master CUSTOM-SIZE. That’s why you should feature 


CUSTOM-SIZE 
wears one. 


it’s easier to sell any watch that 


It’s easier to sell Duchess as a replacement band, too. 
When you offer to tailor the band to the customer’s 
exact wrist contour while he waits — you offer the 
service that makes sales. 

Look for Duchess Bandmaster Custom-Size — the sign 
of a better watchband! 


There’s a Duchess band to suit any watch, any customer. 


FREE with your 


order for 12 ladies’ or 
men’s assorted attach 
ments 


The Duchess Spacesaver 
Sales display that keeps 
your inventory at a fast- 
moving profitable level 
never more bands than 
your volume warrants 


Sold through your wholesaler. 


‘6 (4 9 
Cf) chess JEWELRY MFG. CORP. 


300 OBSERVER H'WAY, HOBOKEN, N.J. OL 6-5757 

In New York City: WOrth 4-0322 

Chicago Sales Office: Lewy & Goodman Co., 29 E. Madison St. 
“Patents Pending 
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GEMS FROM ALL TIMES AND PLACES 


(continued from page 86) 


finished ; he knows a craft and has even had some 
shop practice. 

Why don’t we, in this country, have some ex- 
change students with Idar-Oberstein? Why don't 
some of our jewelry trade associations and “rock 
hound” clubs make a project of this for the mutual 
education of young people? 

The bright, new little Heimat museum is the 
place to start sight-seeing in I-O. Heimat means 


or 


home town; and the museum was founded in 1937 








Agate cutting: Willi Kunz leases the shed attached to 
the Heimat museum and demonstrates agate cutting. He 
cuts large crystals standing—or in the old prone “tummy 
in the trough” position. Today there are 45i) agate mills 
in Idar-Oberstein; 4,000 diamond cutters. 





to show the whole range of stone quarrying, gem 
eutting, goldsmithery and jewelry design right 
here in I-O. The present new building has only 
ten rooms but takes you back nearly 2000 years 
historically. 

At the museum you learn why the processing 
of precious stones got a foothold in this remote 
valley which never had a gem mine of any kind. 
Nearby, in a mountainside called Steinkaulenberg, 
however, they found beautiful banded agate. They 
dug it out of the mountain and, using the rapids 
of the River Nahe for waterpower, they ground 
it into bowls and other useful objects. Melting 
snow water, gushing down the valley, formed 
other foaming rivulets and over these they built 
their mill sheds, with the big grinding stones com- 
ing right up through the floor. 

Way back when the Romans came into this val- 
ley in the First Century A. D., they built roads, 
as usual—and uncovered agate. Some of the frag- 
ments found their way to Sicily, a thousand miles 
south. The Sicily tried it out 
skeptically and then declared it was just as guod 
as Sicilian stone for signets and cameos. At the 
Heimet you'll see objects carved in Rome 
turies ago from stone that was quarried in Idar’s 





stone cutters of 


cen- 


backyard! 
By the early 1800’s, however, this source of 
supply had been mined out and the people had 








nothing to work on. They turned to all sorts of 
occupations. One group of men who could play 
musical instruments wandered over Europe as a 
little German band. The story goes that these 
musicians got all the way to South America and 
one day, in a farmyard in Brazil, they saw some 
little stones that reminded them of home. Agate! 
There was agate on that very farm—and more be- 
sides. Since 1840 Idar’s raw materials have all 
been imported. At the museum you’ll see how they 
bring the gem minerals from Ceylon, Burma, Aus- 
tralia, New Zealand, South Africa, and what they 
make of them. 

The first goldsmiths came to Idar about 1400 
to make box settings for the agate bits. Later they 
made rings, buttons for men’s fine brocade coats, 
buckles and brooches; chain by the mile. Travel- 
ing salesmen showed these products at fairs: in 
Germany, first, and then farther and farther 
afield. 

Gradually princes, barons and bishops began to 
commission expensive objects from Idar. The 
cameo engravers were said to surpass even those 
of the Italian Renaissance. 

In 1886, the first diamond-cutting works was 
founded and after the turn of the century, crystal 
and jet were cut there, according to the fashion 
of the day. Idar led in the art of coloring stones: 
sawing pearls in two for half-pearls; carving 
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to your stocks— 


Jewelry Catalogue does just that 
of tine jewelry to vour saleable stock 


today—no charge. And remember, 
from J&A” has meant the finest. 
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Add magnificent new pieces 


Phe new Juergens & Andersen Diamond and Precious Stone 
adds a fabulous collection 
at no cost to you! 


Your most discriminating customers will find just the right 
piece in this beautifully illustrated book. Send for vour copy 
Since 


vegens Andersen D 


55 EAST WASHINGTON STREET 
5 / CHICAGO 2, ILLINOIS 


jewelry flowers from rock crystal. Examples of 
all this work, in a wonderful chronological display 
of jewelry fashions, may be seen at the Heimat 
museum. 


Museum Devoted to Gems, Jewelry 

Up on the hill at the other end of Idar is the 
world-famous guild hall called the Gewerbehalle. 
That word is easier to pronounce than it looks. 
Cut it down to two words: Gewerbe (handcraft) 
and halle (exhibition hall) ; and pronounce with 
the G as in gutter: ge-ver’-buh-halla. 

As far as I know, this is the only separate 
museum anywhere in the world devoted to stones, 
minerals, jewels, jewelry, gems and industrial 
diamonds. The exhibits come from everywhere. 
You'll find nephrite from Wyoming, sapphire from 
Montana, turquoise from California. The cases in 
the great white hall are oak, lined in mushroom- 
colored velvet. In front of decorative maps and 
poster-miniatures of landscapes and native life 
are specimens from each country; first in the 
natural rough and then in the faceted gem. 

The best craftsmen in I-O are encouraged to 
show their masterpieces in the Gewerbehalle. 


Richard Hahn’s exquisite carvings are there; and 
the amazing little animals of the Georg Wild col- 
lection. You'll see portrait cameos; replicas of the 
world-famous diamonds in rock crystal by Eugene 
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Juchem; a flower garden glowing with bloom 
carved from pink quartz, amethyst, tourmaline, 
turquoise, jade; a barbaric necklace and great 
dangling money-belt for an African chieftain—all 
made of Idar-Oberstein beads. One large exhibit 
offers good ideas for the American jeweler; dis- 
plays of “kult” and “mystik” stones; jewelry in 
forms that say “love” or “luck”; happy hearts 
of all sizes from a tourmaline pendant to a rose 
quartz ashtray; finger rings carved from one 
piece of stone. ... Any of these in your window 
would make people stop and look; then come in 
and ask. 

The Gewerbehalle, by the way, is in corre- 
spondence right now with certain American mu- 
seums about sending a loan collection to this 
country. What a wonderful thing for the jewelry 
trade in your town if you could hold such a show 
in a local gallery or art museum! Frau Christa 
Hegel, assistant to Prof. Karl Schlossmacher, fa- 
mous gemologist whose headquarters are in this 
building, can put you in touch with the president 
of the Gewerbehalle. I hope you’ll go upstairs, 
there, and see her, anyway. And you must take a 
look in the big room with all the instruments— 
the research institute and testing “lab” of the 
gem trade. i 


pecial 
Notice 


for all jewelers 


Now, for the first time, the GIA 
brings the retail jeweler complete 
Diamond Training in one course! 


With this practical home-study 
course you become a specialist in 
Diamond Grading, Competitive 
Buying, and Accurate Appraising 
—with grading and appraisal 
practice using GIA diamonds, 


Gain the added prestige, the 
greater profit, the sure confidence 
that comes from knowing. Write 
today for complete information 
on this exciting new course. Cata- 
log contains color plates of dia- 
monds and gems! 





Facts to smooth your path 
to—and in—Idar-Oberstein 


Location: In the German Rhineland, on the 
Frankfurt-Mainz-Saar border railway. No visas 
required for Germany. 

Route by air: Most travelers fly non-stop New 

York to Frankfurt, thence to I-O by train, 

about 3 hours. 

Route by ship and rail: Go to Paris by ship 

and train; then by rail direct to Saarbrucken; 

change for I-O, about one hour away. 

Hotels: I-O has some 25 hotels and small inns. 

The Post (40 beds) is largest and well re- 
garded. 
Park Hotel (my choice) is in Idar near the 
Gewerbehalle gem museum; it’s a villa built 
by the sister of the first man in I-O to cut 
synthetics. Delightful terrace restaurant; has 
good steaks. The Sehwan further down-town 
in Idar, is somewhat like an English inn. Lunch 
there when you’re doing the factories. 

Motoring: The autobahns (super highways) are 

everywhere and in excellent condition. For in- 

formation on your own car, rented car, or car 
with English-speaking guide-chauffeur, write 

ADAC Automobile ciub, Munich 22, West 


JOSEPH |. LEE, JR. 

JOHNSON’S JEWELERS, RALEIGH, N.C. 
“‘We were lucky to sell one diamond of a 
carat or more per year. After GIA training, 
we average two to three per month.” 


ALLAN L. STEVENS 

STEVENS & SON, SALEM, OREGON 
“Diamond sales become easier with GIA 
training. My customers consider me an 
authority and refer new business my way.’ 


GEMOLOGICAL INSTITUTE 
OF AMERICA 


DEPT. K3, 11940 SAN VICENTE BLVD. 


LOS ANGELES 49, CALIFORNIA 


Germany. 

Maps, Guidebooks, Prices, etc: Write for free 
information to: German Tourist Information 
Office, 500 Fifth Ave., New York 36, N. Y. Other 
sights to see near I-O: Heidelberg and Uni- 
versity; Pforzheim, the jewelry center; Baden- 
Baden, famous spa; Duchy of Luxemburg; 
Verdun and battlefields. 
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ALSO FREE FREE with minimum 
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The sound good sense in this article together with 
the author’s infectious high spirits—to say noth- 
ing of the evident profitableness of lecturing— 


by Charles Frederick Muth* may make you want to try it too.—Editor. 











Lecture... 


and like it ay Ai | 


® EVERY TIME A RETAIL JEWELER serves a customer 
he gives some pertinent facts about his merchan- 
dise. In other words he ‘makes a speech,” and 
after he has done this a few times, the words 
almost flow from him automatically. 

But ask him to step across the street and speak 
that same little piece to the Ladies Club (his 
potential customers) or to the students of the 
local school (his future customers) and what 
happens’? Excuses flow from him like rain drops 
in a spring torrent. He can’t do it because he 
does not have the gift of gab, because he has never 
kissed the Blarney Stone, and because he has 
never done anything like that before in his whole 
life. His knees would quake, his legs would col- 
lapse, he’d have butterflies in his tummy, he 
wouldn’t be able to get a word out straight. 
Besides, who would want to listen to him anyway? 

You think I am exaggerating? I remember 
sitting in a meeting next to a man of my own 
age, a graduate of one of our foremost univer- 
sities. He was commenting on a discussion going 
on in the meeting. When I suggested that he 
tell the audience his ideas, he said that he had 
a great aversion to getting on his feet and talking. 
He urged me, “You do it.” 

Well, vou might call it a mean trick, but when 


I got on the floor, I called on him to answer so 
many questions he might as well have done the people whose faces you don’t remember step into 


job himself. Now you’ve guessed it, he is a your store. They call you by name, as if they 
member of the greeting committee. He doesn’t were old friends, proud of the fact that they know 
hesitate to get up and talk. He realizes that the you. They won’t fail to tell you that they enjoyed 
people in the audience are his friends and not a your wonderful talk at such and such a meeting. 
gang of tigers that are going to rip him to pieces. Just how do you go about getting the material 


The story of the star stones is often told by jeweler 
Charles F. Muth in one of his most popular lectures. 


They’ll think you’re marvelous ses 
When you are invited to speak before a group “Mr. Muth, a certified gemologist of the American Gem Society, has 
bee e jewelry business ever since 2 fas 4, aving ¢ atur: 

of people, they really want you because you have oe ee Fee : ee Se ee OF. ee © eee 


‘ liking for people, he belongs to many professional and fraternal or- 


something to give them ; and when I Say “gvive’ — ganizations and has been lecturing on jewelry subjects ‘‘almost longer 
than I can remember.” In any adult audience some oldster is sure to 


that is exactly what I me: O ¢ r ¢ 
; ms me _ G P ut of teed way ask, ‘“‘Are you the famous Freddie Muth?” He is. At the age of 
a little, and vive something of your time and 7 he achieved fame by being kidnapped. A nationwide search was set 


, calf , , - 2 ata Biel oe in motion and at the end of a week the boy was found and returned 
J OUPSE If. Once you gel into the habit of Siving, to his home. Mr. Muth’s present store is in Jenkintown, Pa. 
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together for a talk? It is a little time-consuming, 
but the time is pleasantly and profitably spent. 
You read a few textbooks on the subject you have 
chosen in order to gain a background of factual 
information that you know is correct. Glean the 
latest from your trade papers and magazines and 
sometimes from the newspapers, especially ar- 
ticles in the magazine and hobby sections. File 
the clippings carefully so that you can find an 
item when you need it. 


Fees? Yes, if they suggest it 


Don’t be bull-headed about charging or not 
charging a fee, or accepting an honorarium. If a 
group is willing to pay a fee, don’t hesitate to 
take it. People know you are not so wealthy that 
vou can spend time and money gathering material 
and whipping it into shape and then spend more 
time and money in travel to talk to them just 
for a free lunch. 

Attend a few lectures, even though the subjects 
are unrelated to your own. Study how the lecturer 
delivers his talk. Don’t try to copy his manner- 
isms, such as massaging his nose, ears, or chin, 
or playing with his watch chain. (You’ll uncon- 
sciously develop enough mannerisms of your own, 
sooner than you think. You may have a job 
breaking habits which distract from your talk.) 
See how the other fellow does it. He must be 
successful or he wouldn’t be doing it. 

Give your voice a little conditioning. Get off 
in a room by yourself, read aloud for 15 minutes 
to a half hour, and see how your vocal chords 
feel after being subjected to this unusual treat- 
ment. Give it another whirl after a day or two. 
Finally work yourself up to a point where you 
can talk in a loud voice for an hour at a time. 
Once you get to that point, keep in practice; don’t 
let it slide back on you. 

When you have a talk coming up, practice up 
a few days before. This time, however, practice 
with the material you are going to use. Many 
times you will be given a microphone and you 
will not have to use your loud-speaking voice. But 
be prepared to use your voice anyway. Mikes 
are not always there when you want them, but 
the audience still has to hear you. Once you have 
the mike set, don’t touch it, fool with it, or hug 
it; it is there to help you, but you can’t help it. 


Use 3 x 5 memory cards 


Unless you have an unusual memory, don’t try 
to memorize your talk and become an automaton. 
Write it out in full form; then, jot down enough 
information on 3” x 5” cards that you can palm 
in your hand. 

Sometimes you may wish to illustrate a point 
by making a sketch on a blackboard. This is 
140) 
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‘Linde’ Stars are the only 


man-made star sapphires and 
Star rubies produced under 
OUT 11h G’morolandcelt- mem arcale, 
they match the perfection 


of natural star gems. 
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Add your name to the 
list of major jewelry 
manuilacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 
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LECTURE AND LIKE IT (from page 139) 


time-consuming and it is difficult. to draw the 
figures accurately when under pressure. So pre- 
pare them ahead of time with show cards. I 
use 20” x 26” white cards upon which I have 
worked out my sketches and diagrams. They can 
be used over and over again. Some of them I 
photograph on 2” x 2” slides and project them 
during my talk. They have served me very well 
on television. 


Talking to school groups 

One day, several years ago, a customer, who 
was the principal of a primary school, asked me 
if I would talk at her school some afternoon. 
There would be about 300 children from 6 to 10 
years of age in the audience. I spent a little time 
getting together the material I thought would 
amuse them. The end results are not yet all in 
and probably never will be. Why? Because now 
I regularly talk to several schools in our locality, 
and there is a steady stream of youngsters coming 
to the store to have rocks and minerals identified. 
Frequently they bring their parents with them, 
and the parents, of course, are interested to know 
if their children are showing any natural bend 
towards science. I always give the kids a mineral 
specimen (just another circle within an ever-en- 
larging circle). 


If you don’t know, say so 

When I tell people about my work in photo- 
micrography of inclusions in gem stones, they 
look at me in amazement, as though I were some 
kind of a super-scientist. Even after I explain the 
process in the simplest of terms, they can’t believe 
it. If I mention the fact that I have a title of 
Certified Gemologist from the American Gem So- 
ciety and wrote my thesis on photomicrography 
of inclusions in gems, they seem to think it is 
equivalent to a Ph. D. However, when you set 
yourself up as an authority on a subject, you are 
expected to measure up to what people think of 
you. You don’t dare let them down. When you 
are asked a question to which you don’t know the 
answer, don’t, for heaven’s sake, try to fake it 
or hazard a wild guess. Frankly state that you 
are sorry, but don’t know the answer. Make a 
mental note to do some research on the subject, so 
that the next time you will have the information. 


A sale after a Bronx cheer 


In this work of lecturing, as in any other, it is 
not all peaches and cream. You learn to take the 
good with the bad. Once when asked to speak at 
a service-club luncheon, I was introduced as a 
member of a rival service club, whereupon one of 
the members indulged in a loud, long, so-called 
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Bronx cheer. I got up, looked the heckler in the 
eye and, pointing my finger straight at him, said 
in a loud voice: “If this room isn’t big enough, 
either you or I don’t have to stay.” He promptly 
got to his feet and apologized for his ungentle- 
manly conduct. It still looked like an unfortunate 
incident, but after the talk was over, there was 
a lot of kidding about it. Later on I walked into 
the heckler’s drug store and purchased an un- 
needed tube of toothpaste. When he saw me, he 
rushed out and fell all over me; you would have 
thought we were old buddies. That evening he 
dropped into my store with his wife and pur- 
chased a couple of charms for her charm bracelet. 

Once I was contacted by telephone and asked 
if I could give a talk before a church group. The 
audience turned out to be people of foreign ex- 
traction. I arrived a little early so I could set up 
the screen and projector to test for clearness of 
pictures. (I always carry my own large size 
beaded screen and 500-watt projector, and try 
them out ahead of time.) Upon meeting the chair- 
man of the group, I was assigned to a comfortable 
chair and told that they had some business to 
take care of before they could enjoy my talk. | 
saw about a dozen men gather around a table 
with their heads together. They remained so for 
about a half hour, while I cooled my heels and 
fumed, wondering what I had got myself into. 
I picked up a religious leaflet and learned some 
things that were strange to me—that, for ex- 
ample, Christmas is not celebrated on Dec. 25 
by all the Christian peoples. 

At last the meeting ended and I had all kinds 
of help in setting my things up. Then from no- 
where about 50 women and young people appeared 
on the scene. They were a most appreciative audi- 
ence. After talking, I partook of their almost 
midnight snack of rich homemade goodies. Then 
I left for home, tired and feeless. 

I charged it off to advertising, even though it 
was 20 miles from my place of business. I figured 
I might have a tough time convincing my auditor 
of the virtues of the case. Even my wife might 
say I was crazy, but that wouldn’t be anything 
new. However, a few weeks later the chairman 
of the group brought me a young couple who 
needed several rings for a certain religious cere- 
mony and also a variety of presents. I was pro- 
fitably engaged in waiting on them for over an 
hour. Of course, I gave the happy couple a pres- 
ent, too, and everyone was pleased. So I am 
crazy? Man, do I like being this way—it’s a 
lot of fun! 


Topics that interest audiences 

Sooner or later, of course, you realize that you 
can’t get along on just a few talks. The jewelry 
business is too broad. So over the years you work 
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money on 


Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. ¥. 36 
FREE Rush full information, catalog and wholesale price list. 
No obligation, of course. 

Name 





Address 





Zone State 





City 
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WATCH STONES CO. LTD. 


, = . 7 

Manutacturers of j¢ wel-bearings for watches, 
ee 

cicctrical measuring devices, meters, aviation- 

and marine-instruments, etc 


Thoune - Switzerland 











Tagen 
PRICE TAGS 
$'395 per 1000 


WITH SCRIBER 


A BETTER TAG! 


e Easy to attach! 


e Once on — stays on! 


e Scribes quickly — legibly! 


FREE SAMPLES ON REQUEST 
WRITE DEPT. K 


io wceee 


CORPORATION 


43 SOUTH FIRST STREET * FULTON, NEW YORK 








up talks on diamonds, birthstones, gems and jew- 
elry, famous and historical diamonds, synthetics 
and how they are made, color in gem stones, and 
costuming effects. Other subjects might include 
the classification and identification of gems, an- 
tique watches, clocks, silver, Victorian jewelry, 
Egyptian jewelry, Greek and Roman jewelry, 
Persian jewelry. To mention a few more on the 
infinite list of topics — ecclesiastical silver, the 
electric watch, cameos, scarabs, carved objets 
d’art in ivory and tortoise, jade and collector’s 
items, and the story of the pear! and the cultured 
pearl. 

When you have gathered the material, the 
slides and props, keep them together so you can 
grab them at a moment’s notice and be merrily on 
your way. Your trade magazines frequently come 
up with ideas which you can whip up into an in- 
teresting talk. Interest yourself in various cul- 
tural groups, such as the American Gem Society, 
and your local mineralogical clubs, rock hounds, 
and pebble polishers. Know something about the 
horological societies, such as the National Asso- 
ciation of Watch and Clock Collectors. I heard 
of a new one which I intend to investigate shortly 
—a local group interested in Wedgwood. I have 
a few pieces of Wedgwood and would like to know 
more about it. 

One last story. Last year I was commissioned 
by a nearby scientific institute to give a semester 
on gemology—a series of 14 talks, one night each 
week. It was an adult class of both sexes and all 
ages. The evening after I had given the second 
talk a young lady brought her young man into 
the store, called me by name, and asked to see 
an engagement ring. I thought I recognized them, 
but I could not place their faces. Before long she 
told me how much they were enjoying my lectures. 
I told them to sit down front next time where they 
could see and hear better. After that we became 
quite chummy. Besides the engagement ring, the 
young lady—now having learned a little about 
gems—purchased a synthetic ruby birthstone ring 
for her future husband. 


You’re giving customers confidence 


Rewarding’? You’ll find that talking before 
people will feed your ego—even to the danger of 
giving you a swelled head. And who knows what 
may come out of it? Ever since the day Adam 
picked up a pretty pebble and handed it to Eve, 
the jewelry business has been going on. There 
is plenty of material to talk about and people wil! 
listen to you with interest and respect. 

Why? Because you are willing to tell people 
that you know your stuff—thus you win their con- 
fidence. And I don’t need to tell you that the 
largest foundation stone in a jeweler’s business is 
confidence. Happy lecturing! S88 
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FIGHT PRICE COMPETITIGN (from page 71) 


overhaul yourself? Suppose you’ve just taken over 
a shop and your predecessor’s “traditional” price 
for an overhaul has been $6.50 and your competi- 
tors won’t let you get away from it. What do you 
do then? Keep the $6.50 overhaul. But the minute 
you detect a spot on the dial, sell a dial refinish 
($4.50), sell a new crown ($2.50), a new crystal 
($1.50), or new cylinder ($3). That way you 
maintain policy and quality and you get your 
price. 


i. Use your repair department as a stepping 
stone to selling a new watch, when an old watch 
is brought in for repairs. If you recommend a 
complete job, a quality job, the customer might 
say that the repair price is too high. But if the 
watch is worth it, you can explain to him that he 
a job in which he can 





is getting quality repair 
have confidence. 

At the same time, if you have attractive dis- 
plays of new watches right under his nose, he is 
bound to notice all the gleaming new timepieces. 
Here’s where watch repairers have the greatest 
advantage in selling watches. When a customer’s 
watch stops, he doesn’t take it to a discount house 
to have it fixed. He comes to us, because we’re the 
authority on repair. And once he’s in the store 
we’re ahead ot our competitors. 

If the customer thinks repairing the watch costs 
too much and the watch isn’t worth the cost, we 
can immediately start talking about new watches 
and trade-ins. For example, start with a $5 trade- 
in on his old watch. Then emphasize that he’ll 
be saving $15 if he buys a new watch: the $10 
repair bill plus the $5 trade-in. 


5. Don’t be ashamed to sell pin lever watches. 
Jewelry stores account for only a small percentage 
of pin lever sales. This need not be. I’m not 
ashamed to sell pin lever watches! I have my win- 
dows well displaved with them. People come in 
because the inexpensive pin levers are out there. 
I was very happy when they first came out. I 
never had a starting low-price unit to bring the 
people into the store. The lowest price watch in 
stock was about $49. But now with pin levers and 
lower-priced jeweled-levers I have a nice traffic. 
Of course, I believe it is up to us to sell quality 
watches, not pin levers. 


6. Remember those words: Service and quality. 
No matter how big and beautiful your store, no 
matter how handsome your fixtures and displays, 
no matter your variety of merchandise, you must 
offer service with every sale. And service means 
repair—the kind of repair that a customer should 
be able to count on getting at a jewelry store. 
That’s quality repair! a eG 


LOVEBRIGHT 
Buys Diamonds 


For Over 
1,000 Stores! 


Have you ever stopped to consider that 
if you are buying loose diamonds for 
five, ten, twenty or even fifty stores — it 
is undoubtedly costing you too much? 
Yes—unless you buy in the huge 
import quantity that Lovebright does, 
we can show you that you are 


definitely overpaying! 


Dont Be Misled! 


Why spend your valuable time and 
effort in mounting your own goods, 
when Lovebright gives you a top- 
quality finished product ready to sell 


competitively! 


In addition, Lovebright offers you 
exceptional dealer cooperation and 
unusual merchandising facilities — 
everything you need to increase your 


fe ffelistelate Mt] (37. 


Think It Over ! 


Lovebright Diamond Co. ine. 


“Creators of Lovebright Diamond Rings” 


IMPORTERS OF DIAMONDS FOR OVER 50 YEARS 


580 Fifth Avenue « New York 36, N.Y. 





HE LEFT-HANDED MONTH! 


LEFT-HANDED, THAT 1S, WHEN IT COMES TO MERCHANDISE WOU STOCK. WILL YOUR WATCH ADORN THE LEFT WRIST OF THE GRADUATING TEEN-AGE GIRL? 
740,000 WILL BE GRADUATED FROM HIGH SCHOOL THIS YEAR)! WILL YOUR RING BE SLIPPED ON THE THIRD FINGER, LEFT HAND OF THE NEWLY ENGAGED GIRL? 
750.000 TEEN-AGE GIRLS ARE ENGAGED)! $B AS A BUYER—AS A RECEIVER—-SHE SELECTS THE BRANDS .OF HER CHOICE—IN ADVANCE—FROM THE PAGES OF THE 
ONE MAGAZINE THAT IS EXCLUSIVELY HERS. MILLIONS OF YOUNG WOMEN UNDER 20 BECOME LIFETIME BUYERS OF THE MERCHANDISE THAT IS SEEN IN SEVENTEEN 


seventeen 


CLOSING DATES: JUNE—4 COLOR, MARCH 20; JUNE—2 COLOR, APRIL 6; JUNE—B&W, APRIL 10. NO PLATES REQUIRED! 400 wacison aveNuE. NEW YORK 22) NEW YOR? 
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Table top 





tee \ wide band of gold encrustation rims the edge 

"ie is re. : 7 ‘s , l . , P é > 1c > . . TT ’ *y** . 

. are.” a new Fairwood china pattern, is done in this new “Golden Grail” stemware design; gob- 

in red, orange and yellow combined with solid lets retail at $4.75 each: plate $6. By Fostoria 
: c c up Be de c . < WU. rs < 

color pieces; 5-pe. setting, $11.75 retail. From Glass Co. of Moundsville. W. Va 


H. Ek. Lauffer & Co.. Inc. of New York. 


Tiny pink roses, blue forget-me-nots make up 


shape in Spode bone china has capacity of eight ine: 45-pe. set, $69.95 retail. This is new line 
cups and may be retailed for $22.50. From Cope- by Lenox Plastics, Inc., St. Louis. 


land & Thompson, Inc. of New York. 


New “Tapestry” pattern in Franciscan Master- Made by Keramos of Vienna is this pure white 


piece china is done in raised white enamel, retails planter in the form of a Madonna; it is 92 In. in 


$22.75 for 5-pe. setting. Made by Gladding. height and it may be retailed for $7. Sold by the 


al CL) dat het o | 


McBean & Co. of Los Angeles, Calif. Ebeling & Reuss Co. of Philadelphia. 








NEW POOLE HUMIDOR (SIZE 10” x 6%4’"x 3”) 
IN STERLING NO. 79 — RETAIL $125. * IN SILVERPLATE NO. 2004 — RETAIL $30. 


POO! kK SILVER COMPANY 
TAUNTON, MASS. 


NEW YORK PHILADELPHIA CHICAGO SAN FRANCISCO 








Table top 


New “Strasbourg” design in bone china shows 
border of arabesques and tiny flowers in gold and 
ruby red: 5-pe. place setting retails for $35. From 


Doulton & Co.. Inc. of New York. 


=f 
Three new patterns in barware and _ serving 
pieces are: “TNT,” $3.95 retail for set of 8; “East 
Indian.” $3.95: *Moonflowers,”’ $9.95. \lade by 


Gav Fad Studios of Lancaster. Ohio. 


“Gold Ancestral” pattern in bone china by Min- 
ton shows border of gold flowers against fluted 
rim; O-pe. setting retails at $37.50. From Meakin 


& Ridgway, Inc. of New York. 


‘ashions 


a 
aa 
a 
—— 


New pewter martini pitchers with stirrers made 
in Sheffield, England; 1-pt. size $15 retail: 11-pt. 
size, $17.50, and 2-pt. size $19.95. Sold by Viners, 


Ltd. of New York. 


Richly cut “Kensington” pattern in English erys- 
tal from Webb Corbett. comes in stemware and 
accessories: goblets may retail at $5.50 each. Sold 


by Camden Hall. Inc., New York. 


New multiple-use metal tray is Ll in. square 
and carries 50 different decorative ettects with 
satin hand-finish: retail. about $6. By Factor) 


China & Glass Co.. Cincinnati. Ohio. 





DELIVERY 


Spode 


THE INE ENGLISH 


DINNERWARE 


Need it in a hurry? You'll get it 
in a hurry—from our completely 
stocked New York warehouse! 


Chatham ‘Bone China ) 


a bv le « 


KRANCONIA CHINA 


One of Europe’s Finest 


Presents . . . “Noblesse” 


A coronet of Gold laurel leaves set with Sapphire Blue fleurettes 
revives the classic style and Napoleonic flair of the French Empire 
period . . . in a beautifully versatile dinnerware of pure white, 
translucent porcelain in a Rim shape accented with slender bands 
of Gold. 5-pc. Place Setting with 10!/)"" dinner plate: $15.00 Retail 
(slightly higher South & West). 


NATIONALLY ADVERTISED IN “BRIDE AND HOME” 
— Spring 1959 Issue — 


Herman C. Kupper, Inc. 3? W234 $+ 
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Dinnerware, 
y Glassware 


& Gifts 


by MADELINE LOVE 


HE HIGH POTENTIAL OF WEDDINGS during the 

coming years, is shown in a chart elsewhere 

in this issue. Everything points to a vast 
increase in the number of marriages during the 
1960’s—including, of course, the growing-up of 
the war babies. This big crop of youngsters is 
almost certain to follow the trend toward early 
marriage; and merchants will have a lush market 
for those hundreds of items that go into the 
establishment of a new family and a new home. 

Not all of these items are carried by the jew- 
elry store, of course. But a lot of them are; 
among them are some of the most important pos- 
sessions of any family. Jewelry, silver, china, 
glass and decorative and serving accessories— 
all of these are jewelry-store wares. It needs only 
a little merchandising and promotional effort 
to keep these sales in your store instead of going 
to the gift shop or department store down the 
street. 

If these upcoming brides of the 1960’s are 
to identify your store with fine things for their 
future homes, the campaign should begin now, 
while they are still schoolgirls. They need to feel 
that the jewelry store is not a forbidding place, 
full of costly objects far above their heads finan- 
cially. They need to feel that they will be warmly 
welcomed in your store and that you will help 
them learn about fine tableware. Perhaps they 
might be invited to take part in a table setting 
contest; or invited to the store to hear you or a 
knowledgeable assistant discuss tableware and 
table setting, and to register their choices in pat- 
terns. 

The Jeweler whose staff includes a bridal con- 
sultant is, naturally, in a particularly favorable 
position to “sell” the store to these young girls. 
She can speak to groups of them, at the store or 
in their schools and lead them into thinking of 
tableware as something more than mere tools for 
eating. In doing so, she will be building business 
for the not-far-distant future when these girls 
will be brides, themselves. 


IRECTORS OF THE ATLANTIC CITY China and 
Glass Show, Inc., voted unanimously to 
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Want Fast Action 
UICKAROQS ? 


"Wanna relocate=--get rid of 
something--hire somebody?" "Got 
a special service you want to 
sell like watch repairing, 
jewelry repairing, engraving, 

or perhaps auctioneering 

or sales’ promoting?" 
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If you do, and you , 
want hair-trigger LZ 
action, then mosey on 
over to the classified 
section of The Jewelers! 
Circular-Keystone right in 
this issue! The rates 
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are downright cheap | A = Se 
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Send in your 
classified ad now. 
There must be 
something you wanna . 
sell, or buy! | 


JG-K 


want-ads 
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Devon. in foreground—Oak LEAF. in back 


lwo unusually attractive 
AYNSLEY patterns 
on the Portland fluted shape 


The superb quality and remarkable 
whiteness ol this Hine Enelish Bone 
Colima ENJOY world-wide fame. DEVON 
is decorated with a mint-green band 
and coin-gold print, Oak LEAF ts 
in grav. with a platinum edge. Both 
AT from oan outstanding yroup of 
Avisley patterns how avallable for 


mnmcalate cle live rv. 


»- frece place selling’, relail: Devon, §26.50 


Oal Leaf, $16.25 


Exclusive U.S.A. Representative: 
FISHER, BRUCE & CO. 
One of America’s Largest Open Slock Dinnerware Houses 


221 Market Street 1107 Broadway 
Philadelphia 6. Pa. New York 10. N.Y. 


Merchandise Mart. Los Angeles 14. Calif. 





DINNERWARE (continued) 


hold the show again in Convention Hall, Jan 
8 to 8, 1960. William J. Carey, president of 
Doulton & Co., Inc., is board chairman. The show 
will again be operated by George Little Manage- 
ment. 


HIS TABLE SETTING SHOWS a new idea in C0- 
cathe design with candles which repeat, 
in color and decoration, the “Candlelight” pat- 
tern in Syracuse china. Produced by Muench- 
Kreuzer, the Emkay candles are in the same soft 

og “— 7 
i a | 


shade of green as the border of the china, with 
the floral spray also done in white. Yellow or- 
gandy place mats and a centerpiece of pale pink 
carnations complete the setting. 


ARCH MARKS THE 100TH ANNIVERSARY ot the 
M birth of Walter Scott Lenox, first American 
to make fine china which could successfully com- 
pete with wares imported from abroad. born in 
Trenton, N. J., Lenox established his factory 
there in 1889 with a partner whom he bought 
out five years later. From the beginning, he pio- 
neered in producing china of high quality. In 
1906, when Lenox, Inc., was formed, he re- 
doubled his efforts to prove the worth of Ameri- 
can china. In 1918 Woodrow Wilson became the 
first President to order White House dinnerware 
from an American firm—a 1700-piece set costing 
$16,000. In 1935 this china was replaced by an- 
other Lenox service; and in 1952, the present 
White House service was ordered. Lenox died 
in 1920, leaving a heritage of quality which his 
successors have always maintained. 


66 HOICE IN CHINA” is the name of a new 

C sound and color film introduced in Jan- 
uary by the American Fine China Guild. The film 
is 25 minutes in length and is available to re- 
tailers for sales training and general information 





House 


Beautiful op Heirloom Sterling 
Trade = Consumer Acceptance 


HOUSE BEAUTIFUL’s 700.000 better-income fami- 


Writes Mr. D. E. Sanderson of Oneida Silversmiths: 


“To build an ever-stroneger franchise for the original, beauti- 
ful simplicity of Heirloom Sterling patterns, we have again in 
1959 chosen House Beautiful to carry our advertising. 

“The reasons are simple: 

“House Beautiful’s strong influence on upper-income fami- 
lies establishes taste-trends and delivers customers in all 
market areas... pre-bridal, bridal, after-marriage, and the 
gift-giving markets. 

“Multiply this by House Beautiful’s well-known prestige 
among top retailers and you have a magazine that focuses 
with maximum efficiency on Heirloom Sterling's objective to 


secure a larger share of the growing sterling market.” 


*H.B. Reader Characteristics Study 1958 


lies (median: $11,940 $15,715) are, 


perhaps, the best sales prospects for sterling silver 


- average: 


in the United States. In themselves, these families 
are an incredibly responsive market. Virtually 50% 
of House Beautiful families purchased approxi- 
mately $50 (median) in sterling silver last year*. 
And in so doing, they represent leader influence — 
the kind of influence that sets taste-trends and 


buying attitudes for the entire country! 


Sells Both Sides of the Counter 


House beaulifi 


KEY MAGAZINE 572 MADISON AVENUE, NEW YORK, N. Y 
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Be individual... 


Choos C fr Om 





attractive 
pat terns 
ano finishes 


...at no extra cost 


Widest selection in folding pift- 

Wdre boxes .. over 100 sizes. 

® Expansion style means you 
stock fewer sizes. 

® Free imprinting of your store 
name or insignia. 

@10% plus 5% discounts— 
freight allowances. 


e Write for FREE catalog... 
ask about special colors, too. 


Gift Box Gorpotalion of clmerica 


SUITE 1229K 225 FIFTH AVE., N. Y. 10, N. Y. 


SELL MORE 
aaa 


with QUICK SERVICE 


MONOGRAMMING 


Write for details 


850 Cahuenga « Hollywood 38, California 
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DINNERWARE (continued) 


on fine china. It will also be loaned free to schools, 
colleges, women’s clubs and television studios. 


Clete Hord 





LETE HORD is new sales promotion manager 
C of the Franciscan dinnerware division of 
Gladding, McBean & Co., Los Angeles. Mr. Hord 
was formerly associated with Hixson & Jorgen- 
sen, Los Angeles advertising agency. The an- 
nouncement was made by W. A. Sechrist, general 
sales manager. 


HE NEW DALLAS TRADE MART which was 
5 penne this month as a china, glass and gift 
market center for the Southwest has more than 
1,000,000 square feet of display space. Ultra 
modern in styling, the new building holds restau- 
rants and clubs as well as showrooms. There is 
parking space for 6,000 cars. A motel will be 
built across the street for the benefit of out-of- 
town buyers. 

Much the same set-up will be started this 
spring on the outskirts of Atlanta for the South- 
eastern trade. This Merchandise Mart will be 
part of a huge combination International Coli- 
seum for sporting events and conventions, and a 
Decorative Arts and Fashion Center. The con- 
struction of motels and convenience of transpor- 
tation are vital parts of the planning. 


ALLAGHER BROS., INC., 230 Fifth Ave., New 

York, will represent the Branchell and Aztec 
lines of melamine dinnerware made by Lenox 
Plastics, Inc. The sales staff includes James E. 
and William P. Gallagher and Wayne Lorenz. 
John Deery will represent the same lines in Penn- 
sylvania, southern New Jersey, Washington and 
Baltimore. 


OEL MCLENDON of Dallas, Tex., for some years 
J on the sales force of Jackson Internationale, 
has been made divisional sales manager with 
headquarters in Dallas. 


NESCO IMPORTS, giftware firm of Chicago, has 
EK appointed Marvin McAlexander to head a 
new sales representative team in the southeast- 
ern territory. Headquarters will be in Atlanta. 
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sells for you 





FASHION 


when you sell Fostoria 











our dinnerware 
High-faehion news a 
Fost la EXCLUSIVE f hi T IS | 
Only Fostoria melamine has patterns and tie-in displays with other depart- enough patterns. Use your promotion 
approved for style by America’s lead- ments, helps you get sales youd ordi- kit. . . its full of valuable sales aids 
ing fashion designers. Only Fostoria narily miss. (And Fostoria melamine and suggestions. For more information. 
tells this exclusive fashion story to has the prestige and the fashion flair write Fostoria Glass Company, Mela 
vour customers in national magazines to sell with crystal and sterling. ) mine Dinnerware Division, Meunds 
» : oar color. Current ads feature No competition from other depart- ville, West Virginia. 


Ceil Chapman and Hannah Troy — 
designers with extensive followings 


from coast to coast. 


Fashion angle /ielps you get windows 





JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1959 


ments. other stores. Distribution is lim- 
ited to fine dinnerware departments. 
Take advantage of this exciting fashion 
promotion. Make sure youre showing 





New Patterns! 


modern ver- 


GREENBRIER . 


sion of ever-popular leaf motif 


SUN VALLEY... 
design with yellow star bursts 


contemp<¢ rary 





(escort 
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The Monarch Price-Marking system is almost 


FIRM NAME 


like having a2 (ee 
Sales person 


for each item! 


> v= 

















“W/hat size is this?”’ “How much its it?” Simple questions 

but they need prompt answers if you are to turn 
“browsers” into buyers. Monarch price-marking is always 
in the right spot with clear answers—almost like having 
a clerk with every item of merchandise! Monarch easy- 
to-read prices speed sales, build customer confidence, 
avoid mistakes. There’s a Monarch Price-Marking ma- 


chine designed to increase your sales! Write today. 






[0% we \ MONARCH 
oi OY \ JUNIOR 
9 6,2. \ price-marking 
| ) machine 
B5 216 5 at [ Sto f 
\ ; 4 in ; VAM 
so¢ | WC 
ut A 18 5 5a / 


J Monarch Junior 


ort NA YC 4 ait _ | 
— 96 } 
. ~ - 
» ° $1i- ogi 
SOW | L ee price-marking macnine 


ea===== Fil] out and mail coupon for information. -=-=8s« 


THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St © Dayton 3, Ohio 





Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 


NAME = = : ene ea 
STORE NAME a 


ADDRESS ——s ———- —— 
JCK 359 
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DINNERWARE (continued) 


Showrooms will be opened there at a later date. 


SALES MERGER has been effected between 

Maison Gourmet, Ltd., and Levco Mfg. Co., 
manufacturers of Jenfred Ware. Starting Feb. 1, 
Maison Gourmet took over the national distribu- 
tion of the Jenfred line of metal and wood ac- 
cessories in addition to its own line of import 
giftware. 


» es MIDHURST CHINA CORP. of New York, has 
moved its headquarters to Los Angeles, oc- 
cupying quarters at 712 S. Olive St. Jonathan 
Higgins, president, says that members of his New 
York sales force will now operate from their 
homes. Antonio Sabino will handle the Halleraft 
and Hostessware lines in the East, and Helen 
Bobes will sell the Cornish line and Hunt Club 
ware in New York and all of the Midhurst lines 
in the Midwest. ae 








THE BRIDAL MARKET 


(concluded from page 73) 


hampers are among popular wedding gifts. 

@ About half of U.S. brides either hint to fam- 
ily or friends or register their pattern prefer- 
erences at a local store. Here’s how many state 
their preferences for various gifts: 





PY, nk o's dee cee edicedocwamnd 26 XJ 
NN cei Edé eee Wawa eee ee PEED 25.9 
Electric iron, toaster, coffee-maker, mixer 01 

BE. c.teriwercied Bh ele cates cbaten 18.2 
Crystal or everyday stemware ............ 18.0 
Towels, sheets, blankets or bedspreads ...... 15.5 
Cooking utensils or housewares ............ 11.7 
Bath scale or clothes hamper ........... 3.9 
PE 6s ade dhe wen DS Rak ewe we ke dara al 3.4 
Vacuum cleaner or carpet sweeper ........ 3.4 











® Five out of six brides start housekeeping 
in their own quarters. Only 17 per cent double up 
with parents or relatives. 

It adds up to this: A rich market today that 
will grow steadily richer. And good times for any 
jewelry store that plans intelligently. ae f 
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TEEN-AGE BRIDAL CONSULTANT (from page 77) 


merchants, too, were skeptical; then pleased and 
cooperative. 


Expert Advice on Publicity 


At long last, all loose ends were meshed into 
a compact, efficient system. Hamlins’ new bridal 
service was ready for launching. 

Only then, Betty and Bill called in newspaper, 
radio and television reporters for a conference 
on how to tell the public. The reporters agreed 
to break the news simultaneously on the follow- 
ing Monday. 

Betty and Bill like to remember that day. 
Within minutes after the first broadcasts, switch- 
boards at the radio and TV stations were flashing 
with calls from well-wishers. Within two hours, 
the store was filled with townsfolk who stopped 
by to congratulate the Hamlins on their enterpris- 
ing project. 


Friendly Service—Free 

Putting the plan into operation wasn’t difficult 
with the system all set up. Here’s how it works: 

Young Bill Smith drops into the store to look 
at engagement rings. He is treated with every 
consideration and asked to come back with his 
fiancee. A few days later they show up and make 
their ring selection. Kay Hilker (the bridal con- 
sultant) invites them to sit down for a cup of 
coffee and to discuss the kind of wedding they’re 
planning. They enjoy talking with She’s 
about their age and she understands. 

Kay tells them about the complete service of- 
fered by Hamlin’s—free; and she urges the bride- 
to-be to come in with her mother. If the couple 
want more conferences—and they usually do—but 
can't manage them during store hours, Kay plans 
evening or weekend sessions at her home. Mak- 
ing new friends is part of the fun of her job, she 
(At the same time, she is making firm 
friends for Hamlin’s.) 

After the wedding day is set, mother and daugh- 
ter have a long consultation with Kay in the se- 
clusion of the Bridal Work Room. The Wedding 
Book is produced; files are consulted; and all de- 
cisions are entered on the form known as “Down 
the Aisle.” 

Then Betty and Kay go into action on their 
part of the wedding preparations; and the young 
couple visit stores where they've decided to make 
their non-jewelry purchases. They waste no time 
shopping around. They already know what’s avail- 
able, where, and at what price, from Hamlin’s 
files. 

Nor is the mother-of-the-bride in her traditional 
dither lest she forget something. She can leave 


Kay. 





Says. 
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JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


at 


Complete Manufacturing 
and Repair Facilities 







UTTER LAU Lb 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
Jobbers for 
Gemex «+ 
LeStage « Ceelee 
Deltah « Sea Gem 
Automade 
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TEEN-AGE BRIDAL CONSULTANT (from page 155) 


“remembering” up to the Hamlins. Equally satis- 
fied is the father-of-the-bride. He knows the bad 
news of what all this is going to cost in advance. 
Kay itemizes every expense, down to the last dish 
of mints. 

While Kay and Betty put in a lot of time and 
energy for each bride, they also sew up for them- 
selves considerable business. From their shelves 
comes the bulk of the bride’s silver, plate and/or 
stainless; china and/or earthenware; glassware, 
hollowware, and other wedding gifts. Also: nup- 
tial rings, gifts to bridesmaids, groomsmen 
(they figure 10 to 15 personal gifts are involved 
in most weddings); invitations, “Thank You” 
notes—a dozen incidentals. 


Vigorous Promotion 


Not that they sit around and wait for custom- 
ers to come in. Bill promotes the service con- 
tinually in the newspaper, on TV and radio. Kay 
watches engagement announcements with an eagle 
eye and writes cordial notes to each couple, invit- 
ing them to stop by for a cup of coffee and a pre- 
view of Hamlin’s free “Down the Aisle” service. 

Also an asset is Kay’s proficiency as a speaker. 
She is in much demand for programs of local 


a 


YIGIHIC Silvercloth 


brightens your Sales Picture! 


f 
A 


we 


women’s organizations. And her appearances in- 
variably bring in new customers. 

What’s more, Hamlin’s now gets many free 
plugs from grateful merchants who are listed in 
their shopping files; from the newspaper and TV 
and radio stations, all of whom say that this bridal 
project has increased their advertising. 

But the best part of Hamlin’s rosy picture is 
that each wedding they handle chalks up new per- 
manent friends for their store, just as Bill and 
Betty had hoped. 

“Young husbands, whom we’ve helped marry, 
are coming to us for birthday, Christmas and 
Valentine presents for their wives and mothers,”’ 
says Kay. “‘And several brides are completing 
their silver, china and glassware services with 
ee 

This kind of business snowballs through the 
years. Already the Hamlins have proved that es- 
tablishing their bridal service has been like in- 
vesting in gilt-edged stock which not only pays 
handsome dividends now, but promises steady 
growth in the future. Zee 


An engraved amethyst bearing the figure of a 
little Cupid is said to have been worn in a ring 


by St. Valentine. 





Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard...it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 


with their silverware... 


adds more profit to your sales. 
See your supplier about the Pacific Silvercloth Cooperative Advertising Plan 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


This Monarch Silver Chest 
by Eureka lined with 
Pacific Silvercloth 


Dept. SC61, 1430 Broadway, New York 18, N. Y. 
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add new sales punch to STEELMARK 


...to help you sell more products of steel! 


- 
Titi probably already felt the direct effects of 
STEELMARK, the massive, nationwide merchandising 
campaign created by United States Steel to help vou 
sell more products of steel. Millions have seen and 
accepted the STEELMARK through the pages of The 
Saturday Evening Post and dramatic U.S. Steel Hour 
commercials. They know the STEELMARK means prod- 
ucts of steel ... products of value ... products that 


bring new style and savings to consumers. 


Now ... LIFE, Arthur Godfrey add new impact! 
STEELMARK has added a vast new audience— LIF E's 
32 million readers, plus two and a half million devoted 
Arthur Godfrey daytime TV fans—to the Post reader 
ship of 28 million and Steel Hour’s 22 million viewers. 
Picture the combined selling power of this tremen- 
dous, nationwide merchandising program! ‘Tie-in to- 
day ... make the STEELMARK sell more for you! 


FREE TIE-IN KIT! 

Write today and reserve your free STEELMARK tie-in 
display kit: SrEELMARK Program, United States Steel, 
Pittsburgh 30, Pennsylvania. Urge your suppliers to 
STEELMARK-tag their products at the factory. It can 


mean extra profits to you! USS is a red trademarl 


Lightens 
your work 


Brightens 
your leisure 


Widens 
your world x 


(iss) United States Steel 





AND THE REAL BEAUTY OF /TI/s... 








WHEN YOU MERCHANDISE RIGHT INTO YOUR CUSTOMERS’ HOMES WITH 


BRAND 


' 


Yes, merchandise beyond the point of sale! Of course, 
vou stock quality merchandise, display it to advantage, 
train clerks to sell it. Now build vour re putation asacellt 
headquarters and build up more sales. 

Do it by offering gift wrapping that customers admire 


mad favor—with SASHEEN Brand Ribbons ‘n’ Wraps 


Phe “Magic Bow” is your answer to doing deluxe eft 


wrapping with speed and economy when vou use 


glowing SASHEEN Ribbon and its lacy counterpart 


DrcoreTre® Brand Ribbon. You can turn out 120 pre 
fab bows in just one hour with the S-10 “Magic Bow” 
tying machine. Sales help can produce pertect results 
time—without waste. 


time atte. 


4 FROM WATCHES TO SMALL APPLIANCES 


Whatever the gift occasion, SASHEEN Brand Ribbons and 


Wraps have the quality appeal to say it’s something special 


(? 
— 


from your \nd SASHEEN 1s so versatile! Only with 


store’ 


SASHEEN can vou make so many and such distinctive bow 


variations! ry the ideas illustrated 


with basic ‘‘Magic Bow’’. 2—Cheerful 
with Bow’. 3 
PASTEL PINK HIGH GLOSS wrap tied and topped by dainty 
Petite Bow of PINK FLORAL SASHEEN Ribbon. (Make ‘‘Magi 


using half the usual ribbon length, tie with contrasting 


7— BABY Tit Trim 


CIRCUS TIMt 


Twin 


wrap two-tone ‘‘Mag Lovely 


Bow’ 
color for floral center.) 4—Sophisticated RED MOSAIC wrap with 
white SASHEEN Formal (Make a 
Pull out all loops to one side to form ‘‘flat’’ half 
HAPPY BIRTHDAY 

(Crush ‘*Magic 
Dreamy SILVER FLOWERS 


pre-fab 


Bow pre-fab bow using 3 


turns of ribbon 


circle. Tape down through center loop.) § 


wrap with pair of Carnation Bows together 


Bow'"’ 
wrap with ‘‘Mag« 


and clip off loop ends.) 6 
Pinwheel. (Pull all loops from 
Elegant AQUA FOIllL 
Bow. 


before 


Bow"’ 
bow to one side and arrange in circle.) 7 
with matching aqua ribbon tied into a Chrysanthemum 
(Make 3 or 4 cuts into loop ends of pre-fab ‘‘Magic Bow’"’ 
pulling loops out.) 

DECORETTE” are registered trademarks of 3M 


London. Ontario Magic Bow’ and 
1959 3M Co 


SASHE i N and 
99 Park Ave.. N. Y. Canada 
U. S. Pat. No. RE23835. Advertisement « 
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Ribbon 


shiny SASHEEN 


With SASHEEN Brand Gift W) ip papers you also in 


all colors Art 


! 


Whethe 


\ 


exclusive. Be 
IT) ike 


Le autitul I sults ire 


reas Designs are 


' 
i 


quality appeal! 


] 


coordinated to matchin 


ibbons easy! msured! 


Vou nominal te 


Ot wrap free or charee a 


yan to Promote your Store as thie ont WI ip Cente) 


vith SASHEEN You « in plan fon bleh ¢ sales too! 


The S-10 ‘‘Magt 


time! 


Bow"’ 


and 


Tyer saves you and your customers 


Economica simple to operate, even part-time 


help can turn out 120 perfect pre-fab bows per hour during 


slow periods. Ask for a free demonstration 
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PATEK PHILLIPE HAS WON ANOTHER TOP AWARD. The Geneva-based firm set a new-high 
record for a single watch in the precision category at the 1959 Geneva 
Observatory Competition. Firm has won more than half of all awards given 
in the 50 years of Observatory contests. 


INTERNATIONAL SILVER IS SPONSORING A WORLD-WIDE DESIGN COMPETITION for sterling 
flatware. President Craig Munson described the project as cultural and 
promotional, said it "will wed art and industry in new concepts of beauty 
and craftsmanship." Two prominent design authorities will travel here and 
abroad to interview leading designers; entrants will submit knife, fork and 
Spoon drawings. Winners will get cash prizes, royalty rights on designs. 


A SIX-WEEK EXHIBIT IN NEW YORK, at the Museum of Contemporary Crafts, 

will climax the Competition. Exhibit will include the historical evolution 
of sterling silver flatware design. A "road-sShow" version of the exhibit 
will tour major U.S. cities for benefit of dealers. 





"THE U.S. FLATWARE INDUSTRY MUST HAVE RELIEF if it is to continue to exist," wails 
a four-page brochure recently compiled by the U.S. Stainless Steel Flatware 
Manufacturers’ Association. Reasons: 20 per cent of U.S. flatware workers 
have already lost their jobs to Japanese workers; 37.8 per cent of U.S. 
Stainless flatware conSumption today is of JapaneSse-made goods, up from 
a mere 6.4 per cent five years ago; the self-imposed Japanese quota of 
5.5 million dozen flatware exports to the U.S. in 1958, which President 
Eisenhower accepted in lieu of raising duties, was not honored--6.9 
million dozen Japanese flatware items were imported in the first 10 months 
of ‘58, total for the year may exceed 8.5 million dozen. 


U.S. TARIFF COMMISSION WILL HEAR STAINLESS MAKERS' CASE MAR. 17, when 
they are scheduled to review the 1958 experience of the domestic flatware 
industry. Last year, the commission found the domestic makers badly- 
foundering, recommended that Ike uSe the eScape-clausSe provision in the 
Tariff acts to raise import duties. Ike rejected the recommendation when 
Japanese set their “quota.” 





FISCALLY SOUND--"A good fourth quarter" helped General Time Corp. end 1958 with 
a profit, President Donald Hawthore has announced. Some 70 per cent of 
the firm's '58 sales were in the consumer goods line; timing devices 
for industry and for defense are alSo made at several firm subsidiaries. 
General Time expects improvement in 1959. .. . Benrus Watch Co. realized 
$406,363 net in 1958, on sales of $24 million, or “about the same" as 
last year, Chairman S. Ralph Lazrus said. Introductory costs of the 
firm's new "Today" line will be deferred into 1959. 


ZALE JEWELRY CO. PLANS TO ADD FIVE MORE STORES. The 105=store (at last count) 
retail chain said the firm also has plans to move into areas not now 
served. Net earnings for fiscal '58 are expected to be slightly above 
$2.2 million. 


HOROLOGICAL INSTITUTE OF AMERICA HAS NAMED DANIEL STALLMAN EDITOR of the HIA 
Journal. Stallman's offices are at 1123 Broadway, New York. HIA also 
recently named Harold K. Calvert executive secretary. 


‘ORO, INC., ENTERS THE WATCH MARKET THIS MONTH. The New York costume jewelry firm 
will start delivery early in March of a collection of costume watches 
retailing from $12.95 to $19.95. Line has 21 styles, includes necklace-, 
pin- and bracelet-watches. 


A JAPANESE PROFESSOR HAS PRODUCED BLACK PEARLS ARTIFICIALLY. Tokyo educator 
Shigesuke Horiguchi locked white pearls in a reactor, exposed them to 
neutron bombardment; after 15 hours' exposure, pearls assumed a black 
luster, said to be permanent in contrast to commercially=-dyed colors. 
Pearls must be kept in storage for several years after the neutron treat- 
ment, since they tend to emit strong phosphorous, calcium rays. 
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Visit the 
Watch Pavilion at the 
SWISS INDUSTRIES 


FAIR—BASEL 


APRIL 11-21, 1999 


Rendez-vous of watch experts from 

all over the world. Swiss watch manu- 

facturers present a unique display of 
their latest achievements. 





The 
2200 exhibitors in 17 groups, exhibi- 
tion area: 1,382,000 sq. ft 


Information, booklet and catalogue 
obtainable from: 
Consulate General of Switzerland 
444 Madison Ave. 
New York 22, N.Y. 


Plaza 8-2560 
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ELGIN WANTS TO MAKE, ASSEMBLE WATCHES IN SWITZERLAND. It has applied to the Swiss 
government for permission, says step was taken to enable the company to be 
"in a position to procure watches, components and accessories from the _~ 
most economical sources." Sources in other countries will be investigated. 


WESTCLOX: "WE BELIEVE IN FAIR TRADE 100 PER CENT!" The big division of General 
Time Corp. has scheduled advertising in top retailing publications to 
get this message to dealers. Some of their marketing philosophy:" .. . 
we are convinced that no member of our distribution family . . . Should be 
Short-changed on the profits for his services; we're not interested in 
Setting rigged prices that invite equally-phony reduction; why let 
discounters walk away with your housewares customers?" 


RJA URGES JEWELERS TO BADGER CONGRESS FOR A FEDERAL FAIR TRADE LAW. Two fair 
trade bills have already been introduced, by Rep. Oren Harris (D., Ark. 
(see story on page 163), and by Rep. Frank W. Boykin (D., Ala.). The 
Boykin proposal, called the "Quality Stabilization Bill," would allow 
trademark-holders to maintain product quality by setting minimum prices. 
If price-cutting is prevalent, Boykin reasons, makers have to sacrifice 
the product values that "discriminating buyers" want and will pay for, in 
order to stay competitive with products designed to "sell at a price." 


WISCONSIN RJA HAS BECOME 33rd AFFILIATE OF RETAIL JEWELERS OF AMERICA. Members of 
the national group now represent 55 states and the District of Columbia. 


SMALL BUSINESSMEN MAY GET LOWER INTEREST RATES ON LOANS, if Congress approves 
a five-point legislative program being Submitted by the National Association 
of Small Business Investment Companies (NASBIC). NASBIC was formed 
recently by those investment firms which were licensed in 1958 by the Small 
Business Administration, to help small firms to get capital which they 
might not be able to get from banks. 


THE INVESTMENT COMPANIES THINK PRESENT RESTRICTIONS ARE TOO TIGHT, that they 
and SBA are over=hobbled, thus cannot really help small firms. The five- 
point program advocates: lower interest rates on SBA loans to the investment 
companies; more authority for SBA to back investment companies in obtaining 
bank loans; permission for SBA to accept less collateral from investment 
companies who want SBA loans; permission for investment companies to buy 
Stock in small firms without causing those firms to lose their partnership 
tax status; permission for investment companies to acquire equity interests 
in unincorporated firms as well as to share in the profits of those firms. 


G.E. HAS CORNERED 10 PER CENT OF THE U.S. INDUSTRIAL DIAMOND MARKET, in its first 
year of production of the tiny synthetic industrial diamonds (bort) it 
developed in 1955 by submitting graphite to fantastic heat and pressure. 
U.S. metal and other industries use about 7 million carats of bort worth 
some $20 million each year, for grinding, polishing, cutting operations. 


G.E. SAYS IT COULD MAKE 3.5 MILLION CARATS IN 1959, if the market wants it. 
It has chopped prices from $5.21 to $2.96 per carat. This is very close 

to the $2.80 per carat DeBeers now charges for bort. DeBeers, which until 
now Supplied almost all U.S. industrial diamonds, has already made 

some concessions to G.E: it now grinds bort free, has started advertising 
in U.S. trade magazines. 


SOME G.E. CONVERTS SAY THE MAN-MADE STONES WEAR LONGER, are more uniform 
in size than natural ones. The firm is looking for new markets, 
particularly in the glass-making industry. It would also like to make 
the bigger industrials used in cutting and drilling, is considering the 
overseas market. 


HANDY & HARMAN SAYS U.S. USED 10 PER CENT LESS SILVER IN 1958 than in 1957, in 
the arts and in industry. The firm, recognized silver authority, said in 
its 43rd annual review that 1958 U.S. consumption was 85 million ounces, 
down from 95 million in '57. Prices in '58 were somewhat below those 
in '57, and fluctuations were within very narrow limits (high $.90%, 
low $.88%). Firm predicts that silver consumption in 1959 will 
exceed 1958's. 





“Salvation for us,” jewelers exclaim 
at prospect of federal fair trade law 


One vear ago, the nation’s major 
appliance makers abandoned their 
Lack 


of laws in some states and adverse 


fair trade price contracts. 
court decisions in others made en- 


forcement “impossible,” they said 
resignedly. 
then, retail and 


hurt by the collapse of 


Since other 
groups, 
price maintenance in many states, 
have been pressing for federal fair 
Most 
has been made with a bill intro- 
duced in 1958 by Rep. Oren Harris 
(D., Ark. 


JC-K recently sampled jewelers’ 


trade legislation. progress 


opinion in every state to find out 
what they think about the Harris 
bill, which, briefly, would: give the 
Kederal Trade Commission power 
to stop unfair methods of 
competition; allow trademark hold- 


price 


ers to set resale prices by “actual 
notice’ to a distributor; give trade- 
mark holders the right to sue for 
damages, injunctive’ relief and 
court costs in any state or federal! 
court for violations of the law. 

The consensus: the Harris _ bil! 
or something similar is a “must.” 

Says Nieman’s, Inc., in Char- 
ote, BH. €.: ™. salvation for 
small retailers. This law 
ability to compete 
with other jewelers. Discounters 
would have to advertise off-brand 
merchandise at cut prices and up- 
hold national-brand prices.” 


would 


increase our 


Sample rooms don’t make money 


G. B. Holdsworth, jeweler in El 
Paso, Tex., bemoans the sniping 
and price-cutting. “I am tired,” he 
says, “of having my store used as 
a sample room by customers of dis- 
count houses. This bill would help 
me to compete with them.” 

Wilson I. Clark, president of 


MAR 


Thorpe & Co. in Sioux City, Iowa, 
quotes from a report from Sun- 
beam after 
maintenance. It shows that in Mis- 
sourl the firm’s appliance outlets 
dropped from 2125 to 334. In Utah, 
outlets shrank from 1167 to 303 
than a year. “In other 
savs Clark, ‘‘only the big 


they dropped price 


in less 

words,” 

price-cutters survive. We are sure 

that continued price-cutting due 

to lack of fair trade will eliminate 
a lot of small retailers.” 


“Sales would jump 75 per cent” 

Texas 
David A. 
Shapiro, predicts that a good fed- 


The secretary of the 
Jewelers Association, 
eral law “should increased jewel- 


ers’ sales of watches under $75 by 
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THE MISS IS A HIT: Jeweler Joe 
Huber of Gulfport, Miss., gets charm- 
ed by Miss America Mary Ann Mobley 
at the start of the Gulfport Miss 
America Ball. Huber made and fur- 
nished a gold-and-diamond “key to 
the city,” which was presented Local 
Girl Mary (Brandon, Miss.) during 
the ball festivities. 


50 to 75 per cent,” says that such 
a law would increase jewelers’ abil- 
itv to compete with discounters. 
J. E. Gurney of Brockton, Mass.., 
would like the Harris bill to con- 
tain a clause providing that if a 
manufacturer is 
prices, the dealer should have the 


dropping his 


chance to sell merchandise he has, 
in advance, or be given credit for 
what he does have. 

“To be effective,””’ warns a Chey- 
enne, Wvo., jeweler, Walter Park, 
“the law must be strong enough 
to deter anyone but an out-and-out 
crook from breaking it. It is so 
easy to take an electric shaver or 
popular watch and sell it at cost, 
and then make the loss back ten 
selling 


times over by your own 


brands at an exorbitant profit.” 


One-way street? 


Only reservation about the Har- 
ris bill was made by Fred B. Drei- 
fus, president of Dreifus Jewelry 
Said Dreifus: “I 


opposed to any 


Co. in Memphis. 
am unalterably 
legislation of this kind unless such 
legislation puts definite responsi- 
bility upon the trademark holder 
to guarantee his distributors that 
he will actively and conscientiously 
police such price maintenance. 
Without this, fair trade remains a 
one-way street; only one that has 
any responsibility is the retailer.” 

Many suppliers themselves, who 
have lost ground in some of their 
“showplace” outlets, would = also 
welcome surer footing. Several, in- 
cluding GE and Sunbeam, have 
since ‘58 tried various price-main- 


tenance schemes. 


Mr. ’arris gets assistance 


No wonder, then, that the drug- 
backed the 
Harris federal fair trade bill when 


gists who originally 
it was introduced last year, have 
today been joined by 14 other large 
retail groups and by many manu- 
facturers. The Retail Jewelers of 


163 





America has promised to support 
such federal legislation. 

Several fair trade bills have to 
date been introduced into the 
House, and one in the Senate. 

What likelihood is there for pas- 
suge of the Harris bill this year? 
Says Dr. John W. Dargavel, chair- 
man of the very-vocal Bureau of 
Education on Fair Trade in New 
York, the chances are good; but it 
will take a constant effort. 

Dargavel notes that there are 34 
Senators in the 86th Congress who 
spoke out for the similar McGuire 
Act in 1952, plus 30 Representa- 
tives. President Eisenhower, how- 
ever, is reported unsympathetic 
with fair trade generally, as are 
the Federal Trade Commission and 
the Department of Justice. 


Samuel H. Thal dies: 
noted Dayton citizen 


Samuel H. Thal, 75, president of 
Rogers & Co., Jewelers, in Dayton, 
Ohio, who had 
recognition for his work in behalf 


gained national 
of Jewish organizations, died Jan. 
19. 

Thal, noted Dayton civie leader 
and business entrepreneur, Was 
state and 
groups, 
directorship of the 


extremely active in 


national Jewish welfare 
including a 
United 
mittee work with the Joint Defense 


Appeal, He was the national repre- 


Jewish Appeal and com- 


sentative from the Dayton area on 
the restoration committee for 
Touro Synagogue in Newport, R. 
I... oldest 


continuous use in the U. S. 


Jewish synagogue in 


His wife and a daughter survive. 





Samuel H. Thal 
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PENSION PLAN AT WYLER: Salesmen of Wyler Watch Co. heard at their 


annual sales meetings in the east (top photo) and west that the firm has insti- 
tuted a pension plan, based on income and length of service. Salesmen saw 


new products for 1959, including a motion window display 


for the Wyler 


“Dynawind.” Eastern meeting was at the Gramercy Park Hotel in New York, 


i" a 


western at Las Vegas’ Hotel Stardust. 
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Jeweler loss from crime 
in 58 is $3.3 million 


The Jewelers Security Alliance 
reported Jan. 17 at an advisory 
board luncheon in New York that 
actual from crimes com- 
mitted on jewelry stores were 
$3,309,166 in 1958. 

Alliance records also show that 
thefts wholesalers and 
manufacturers, mainly through 
salesmen, totaled $3,303,793 during 
58. Alliance does not record jewel 
thefts from individuals. 


losses 


against 


Almost all of the merchandise 
stolen from the industry gets back 
into the trade, JSA says, through 
dishonest jewelers who buy it at 
about 20 per cent of its actual 
value, then sell it for about 60 per 
cent of actual value. 

JSA notes that U. S. insurance 
firms are increasingly loathe to 
write jewelers block policies, put 
coverage limits at a low $50,000. 
JSA fears that U. S. insurance 
companies may, as_ Lloyd’s’ of 
London did some years ago, stop 
writing block policies, since losses 
are so great. 


JSA proposes these remedies to 
help jewelers discourage thieves: 
@ Jewelers who've been robbed 
should quote losses to police and to 
the press at only one-tenth of 
actual value. Thieves who see news- 
paper reports of $200,000 or $500,- 
000 as the take from a single jewel 
robbery “begin to think too that 
they ought to make some _ easy 
money.” 

@® Salesmen should carry replicas 
of gems or of watches, rather than 
the real thing. If the 
honorable, there should be no 


necessity to continue the old indus- 


seller is 


try custom of making deals only 
when the real McCoy is in sight. 
@ There should be a clearing house 
for memorandum transactions, or 
else the memorandum business 
should be abolished. A _ clearing 
house would let you know when the 
jeweler who has been borrowing 
heavily from you on memorandum 
has also been borrowing from other 
jewelers, perhaps with plane reser- 
vations for Rio. 

@ A man experienced in prosecu- 
tion of jewelry thieves should be 
retained by insurance firms. He 
could cut losses by one-third 
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Ring Guild plans 1959 
stone-set selling helps 


The Ring Guild of America is 
sharpening its trident of aids for 
jewelers in their 1959 sales push 
for stone-set rings, members were 
told at the group’s second annual 
meeting Jan. 19 in New York. 

Executive Director Joanna Wit- 
tenberg outlined a_ three-pronged 
program to members of the Jewelry 
Industry Council affiliate, which 
offers retailers window and _in- 
store displays, a direct-mail offer- 
ing of the four-color booklet 
“Romance of Rings and _ Birth- 
stones,” and newspaper ad mats of 
each month’s birthstone. Guild will 
also offer retailers a regular news 
bulletin of “‘selling ideas” on rings. 

New Guild president is Leonard 
Shiman of Shiman Bros.-Colonial 
in Newark, N. J.; he succeeds 
Reginald J. White, Guild founder 
and its first president. Other of- 
ficers for 1959: Maurice Fried of 
Star Ring Manufacturing Co., first 
vice-president; Mel A. Reich of M. 
A. Reich Co., second vice-president : 
George S. Heller of Heller-Hope, 
treasurer-reelect; Ruth Green of 
Linde Corp., secretary-reelect. 


Bad-check artists get 
writing cramp: sucker! 


Mr. “U. R. Stuck” and “The 
Hast Bank of the Mississippi’ are 
taking careless shopkeepers for a 
very painful and costly ride these 
days. 

“U. R. Stuck” literally is the 
endorsement by a bad-check artist 
recently; a small businessman 
blithely handed over a nice chunk 
of his profits. And another swindler 
was given cash for a check actually 
drawn on the “East Bank of the 
Mississippi.” 

“The plague of fraudulent check 
cashers 1s assuming proportions of 
a national pestilence,” says FBI 
Director J. Edgar Hoover. Biggest 
assist the bad-check 
says Hoover, is from careless shop- 
keepers themselves. 

To combat the problem, Hoover 
urges businessmen to forget the 
theory that acceptance of checks 
without requirement of identifica- 
necessary 


artists get, 


tion is a business 


gamble. 
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State associations are busy lobbying 
for new laws in 46 legislatures in ‘59 


“I’m telling you now... you 
better find out who the senator is 
in your area, and get on the phone 
or write a letter and tell him how 
this hotel-room tax bill will affect 
you. Talk to other salesmen, too, 
for when the bell tolls and you’re 
pulling out an extra buck. : 

Candidly, the above news bulle- 
tin from Tola Tumbleweeds, jew- 
elry salesmen’s association in the 
southwest, goes on to call its 
Texas members to battle, to fight 
for defeat of a bill before the 
Texas legislature which would im- 
pose a luxury tax on hotel-users. 

Tola, of course, is only one of 
many state jewelry and watchmak- 
ing groups this year which are 
urging members to call on state 
solons to press for some common 
need: 46 legislatures, including 
Alaska’s, meet in 1959 to consider 
new bills and proposals. 


What watchmakers want 

High on the list of 
legislation of significance to the 
industry are bills asking licensing 


proposed 
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BULOVs 


OFFICIAL TIMEpiEC . 





Sig 3 
NATIONAL AIRLINE'S 
PREVIEW FLIGHT 
FIRST JET PASSENGER 


SERVICE IN Ys 


AND FOUR TO GO: Bulova 
was the official timepiece for National 
Airlines and for these stewardesses, 
ready for departure from Idlewild 
Airport for Miami on National’s pre- 
view flight of the first jet passenger 
service in the United States. 


for watchmakers. 

The Michigan Horological Asso- 
ciation has already presented a 
licensing bill in Lansing. The 
Horological Institute of America 
helped with the drafts. The Ohio 
legislature studied a licensing bill 
in January in Columbus. North 
Dakota considered a bill intro- 
duced by the state Watchmakers 
and Jewelers Association; the 
group is planning future bills on 
discount, auction and door-to-door 


selling. 

Watchmaking groups in New 
Jersey and California have li- 
censing bills almost’ drafted, 
though they probably won't be 


presented this year. A Kentucky 
bill was recently enacted into law. 


The no-Sunday-sales blues 


Several state groups want to get 
rid of the “blue laws” which pro- 
hibit Sunday sales. The Pennsy!]- 
vania Retail Jewelers Association, 
with other retail groups, is asking 
that general merchandise be al- 
lowed to be sold on Sunday. Ohio 
groups want similar legislation 
two retailers have 
the U. S. Supreme Court asking for 
a declaration of ‘“unconstitu- 
tional’ for Ohio’s Sabbath-closing 


cases before 


laws. 

There is reverse 
Washington, D. C., and in Indiana, 
for example, to strengthen the no- 
Sunday-sale idea. A bill sponsored 
by the Associated Retailers of In- 
diana, of which the Indiana Jew- 
member, 


pressure, in 


elers Association IS a 


would require businesses other 
than health, recreation and char- 
itv ones, to observe Sunday as a 
day of rest. The U. 3S. 
which legislates for Washington, 
is considering a similar bill. 
Other bills 
this year include one on trade di- 
version, in Texas; one 
trade, in Indiana; several on dis- 


Congress, 


being introduced 


on fair 


posal of unclaimed repairs in va- 
rious other states. 

One bill being considered by Con- 
gress for Washington, D. C., would 
laws 


soften wage - garnishment 


there. 
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Sterling makers set to 
make pitch in schools 


“Sterling Silver its Aesthetic 
and Practical Values,” will be 
something new in the curricula of 
TOO0 high school home economics 
CLASSES this fall. 

(;suest teacher of the “course” 
will be the Sterling Silversmiths of 
America, which plans to tell 350.- 
O00 pre-bridal girls all about the 
facts of 
modity that 
in the 


sterling as a basic com- 


belongs in daily use 


averaye American home. 

Sponsors of the Silversmiths 
Alvin. 
kirk & Son, Lunt, Reed & Barton, 
Towle and Wallace will distribute 


( lassroom 


Gorham, International. S. 


materials to the home 


economics classes, will provide 


student projects in the selection, 


use and care of sterling. 
Dealers will be invited to speak 


to the classes, to provide classroom 


‘I can get it for you yesterdcv .. 


displays of flatware, and to arrange 
field trips to their stores for the 
girls. 

Silversmiths will supplement the 
in-school activity with much ad- 
vertising and publicity, on 
and in major teen girl magazines. 


radio 


Lack-of-postage penalty 
is postponed again 

Postal officials, under the weight 
of extreme criticism from business- 
men, have decided to postpone in- 
definitely a proposed o-cent penalty 
charge on mail bearing insufficient 
postage. 

Penalty 
and approved by 


charge Was requested 
Congress last 
vear. Originally, it was to go Into 
effect last Aug. 1. 
postponements moved the date back 
to Feb. 1, 
now indicate they may want to re- 


consider and rescind the penalty. 


Two SUCCeSSIN © 


Congressional sources 
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38 DAYS HAS SEPTEMBER .. .: Getting ulcers from rush orders? Have 


to pay bills? Customer complaints making you gray? Consider, then, this 
new miracle calendar, discovered by Leo Guggenheim, New York whole- 


saler, while he was on a boat trip to South America (the calendar deco- 
rates the front page of Guggenheim’s new catalog): 

l. Everyone wants his order delivered yesterday. With this calendar 
you can order on the 7th, have delivery on the 3rd. 

2. All customers want their orders on Friday, so there are two each 


week. 


3. There are no unproductive Saturdays, Sundays, or holidays. 
| 4. Seven extra days have been added for “end of the month” rushes. 
| 5. There are no Ists, 10ths or 25ths so bills never have to be paid. 
6. There's a new day each week—General Day. On this day orders may 


be cancelled, changes made, other matters reopened, with no time loss. 


| P.S., says Guggenheim: You don’t have to be crazy to do business with 


us, but it will help! 
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Congressmen advocate 
sweeping tax relief; 
big opposition: budget 
Strong drives are developing in 
Congress for various types of tax 
relief for both business men and 
spite of 
working 


personal taxpayers, in 
powerful fiscal factors 
against them. 

Leading the list thus far are 
measures to grant small business- 
men some relief from oppressive 
tax burdens and reduction or re- 
peal of the excises. 
® One measure, introduced by 
Reps. A. S. Herlong, Jr. (D., Fla.) 
and Howard H. Baker (R., Tenn.), 
would cut both personal and cor- 
porate tax rates in five annual 
steps. All tax brackets would be 
affected. The present 52 per cent 
corporate tax rate would be cut to 
17 per cent. The top personal rate 
of 91 per cent would be cut to 47 
per cent. 

In addition, tax depreciation 
rates on facilities and equipment 
would be increased, to lower busi- 
ness taxes; the capital gains tax 
would be liberalized; estate and 
gift taxes would be cut sharply. 
@® Rep. Keith Thomson (R., Wyo.) 
is sponsoring a bill which would 
repeal specifically the retail ex- 
cise tax on jewelry and related 
Measure is (H. R. 669). 

@® Several other measures would 
repeal all excise taxes, including 
a bill sponsored by Sen. William 
Langer (S. 592). Rep. Craig Os- 
mers (R., Calif.), is sponsoring a 
bill to repeal the excise taxes on 


items. 


jewelry and related items, elec- 
tric, gas and oil appliances, auto- 
mobiles, electric light bulbs, pho- 
tographic equipment, and some 
other products. Rep. Isidore Dol- 
linger (D., N. Y.) is sponsoring 
similar legislation in the House. 


@ Sen. John Sparkman (D., Ala.), 


chairman of the Senate Small 
Business Committee, has three 


bills which would: extend fast de- 
preciation to purchases of used 
fixtures and equipment; require 
the U. S. Treasury to abide by all 
Tax Court or Court of Appeals de- 
cisions; grant tax deferment to 
self-employed persons who set up 
voluntary pension plans, until re- 
tirement, when taxes would be 
less. 
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Refund excise only on 
exchange items you sold 


The retail excise tax on jewelry 
cannot be refunded if an article is 
exchanged at a store other than at 
the one which sold it, the Internal 
Revenue Service says. 

IRS holds that a store which, as 
regular practice, accepts such 
items as sterling flatware in ex- 
change for or as partial payment 
for other articles, cannot refund 
the excise tax on the original item, 
unless it sold the item in the first 
place. 

This ruling is a blow particular- 
lv to the promotion of sterling and 
similar items, in which brides and 
their friends believe that duplicate 
or non-matching articles can be 
widely exchanged. 

The retailer who accepts taxable 
merchandise purchased from an- 
other firm, IRS warns, is liable for 
the excise tax on the full price at 
which he subsequently sells that 
merchandise. 


Price, credit controls 
possible; Ike opposed 


(‘Congress once again Is consider- 
ing giving the government power 
to impose controls over consumer 
credit and charge accounts. 

Pending plans would authorize 
the Federal Reserve Board to re- 
vive its Regulation W, which re- 
quires the buying public to meet 
strict down-payment requirements 
and to pay off their balances with- 
in short periods of time. Such a 
move would have the effect of 
greatly restricting the sale of all 
consumer goods. 

President Eisenhower does not 
favor wage, price and credit con- 
trols as an economic weapon. But 
he warns that if the country doesn’t 
restrain the wage-price spiral vol- 
untarily, “something will have to 
be done.”’ 

Controls will work “fairly well” 
only in a period of great emergency 
when people will accept them, 
the President says. He believes 
that once the country imposes con- 
trols as an economic measure, they 
must be constantly expanded. “You 
finally get to the point of too much, 
and then you certainly don’t have 
any free economy,” he says. 
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Interesting Jewelers—a new serles 


“IT am in my store, and all of a sudden the door jumps open, and all 
these cameras and newspapermen roar in, AP and UP and all, and | 
almost fall off my chair I’m sitting on. 

“Somebody yells ‘Smile, you just won the Irish Sweepstakes, $56,000,’ 
and before I can find out who said that these lights go off in my eyes, 
and I whoop with joy, and this fella makes me whoop again, just for 
his camera, and I am very delirious!” 

This is how, appropriately, 67-year-old New York jeweler Rudolph 
B. Spitz relates that sublime aftermath of a horse named Heritiere’s 
photo-finish second run in the famed Cambridgeshire Handicap in 





Irish Sweepstakes Winner Spitz and Mrs. Spitz 


“those Helspapericer told me to hug mee wifel 


Britain, which elevated Spitz to history’s ecstatic legion of L[rish 
Sweepstakes winners. 

“I’ve been buying tickets 30 vears now, and I always dream I will 
win i tickets cost $3, are sold each year on three British races, thie 
Derby, Grand National and Cambridgeshire.| ‘Well, just before this 
race I look in the paper and I see Mr. Rudolph B. Spitz has yot a ticket 
on Heritiere | before each race : all stubs are put in a huge lottery drum 
in Dublin. Aniong hundreds af thousands of hlank slips i” a second 
drum, there is Cite slip fo) each horse vn the race Z with much cere- 
mony, a ticket stub and a horse slip are drawn and matched. The odds 
on a lucky draw? A million to one! | 

“So I see my name in the paper—lucky ticket holders. ‘Hey that’s 
me, Mr. Spitz,’ I say, and I start getting very jumpy. I tell my wife 
and she can’t sit down, can’t stand, can’t do anything. I don’t make 
a sure-fingered jeweler those days of waiting.” 

Heritiere ran generously, missed winning by one layer of nose 
[first place would have been worth $140,000. | 

Spitz, whose shop is located in the Maiden Lane section of New 
York, laughs off the tax burden. “So who cares about $26,000 | federal 
taxes|? Who would not give it to the best government in the world? 
I’m proud to be an American—lI take $10,000 right away and buy 
savings bonds. And my five grandchildren will get to college.” 
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Diamond Council's Myer Barr with “Dream Girl” contestants 
nature will out 


JBT elects Micallef 


to board of directors 
Arthur C. Micallef of A. Mical- 

lef & Co., Ine.., 

elected = to 


Providence, was 
membership on the 
board of directors of the Jewelers 
Board of Trade at its annual 
meeting Jan. 233. 


Re-elected to 


membership on 
the board were Gottlob Armbrust 





Arthur C. Micallef 
Charles G. 
Klibogen Co.; 
Oneida Ltd.: 
Kelley of Swank, Inc.; 


of Armbrust Chain Co.: 
Brown of Stein & 
John R. Keller’ of 
George J. 
William Klein of Jacques Kreisler 
Lester F. 
Morse of Gorham Manufacturing 
Co.: Gerald E. 
Coro, Inc.: 


Manufacturing Corp.; 
Rosenberger of 
Edson W. Sawyer of 
Improved Seamless Wire Co.; W. 
Vaters Schwab of J. R. Wood & 
Ravmond L. Wells of 
Manufacturing Co.  To- 
with 19 
terms had not expired, they will 


Sons, and 
Wells 
gether directors whose 
comprise the board for the coming 


vear. 
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Membership was. reported as 
1.554. Secretary Vincent Chap- 
man reported 58,417 inquiries re- 
ceived from members. 


18 Brand Names winners 
vie for 5 top awards 


The 18 jewelry store finalists in 
the annual “Brand Name Retailer 
of the Year’ contest will compete 
this month for 5 top honors, to be 
given by the Brand Names Founda- 
tion Apr. 15 in New York. 

The group of stores were chosen 
for their “aggressive and imagina- 
tive selling’’ of brand name items. 
A first place award and_= four 
certificates of distinction will be 
given in the jewelry store category. 

The finalists: Campbell Jewelry 
(o., Fayette, Ala.; Coopers, Inc., 
Portsmouth, Va.; Corrigan, Inc., 
Houston; Crescent Jewelers, Oak- 


land, Cal.; Foley Brofsky, Inc., 
Wilmington, Del.; Hausmann’s, 
New Orleans; The Jewel Box, 


Florence, S. C.; Kahn Jewelers. 
Inc., Pine Bluff, Ark.; Kaufman’s 
Lincoln, Neb.: Klever’s 
30owling Green, Ohio; 
Alfred Land, Jeweler, Bluefield, W. 
Va.; Lavoie’s Jewelers, Fall River, 
Mass.; Peter’s Jewelry, Bound 
Brook, N. J.; Sharp’s Jewelry, 
Algona, Iowa; J. J. Shear, Jeweler, 
Hollywood, Fla.; Skeie’s Jewelry, 
Eugene, Ore.; Sterling Jewelers. 
Favetteville, N. C.; Worley’s Fine 
Jewelry, Alamogordo, N. Mex. 
Climax for the five winners will 
be a Foundation awards ceremony, 
held during the Brand Names Din- 
ner at the Waldorf-Astoria Hotel. 


Jewelers, 
Jewelry, 


Diamond Council elects 
Abelson third time 


Four of New York’s top models 
are getting set to compete in a 
national beauty contest, being 
sponsored by the Diamond Council 
of America this vear to get mem- 
customers interested and 
into the jewelry stores. 

The “Your Diamond Dream Gir!” 
promotion was approved at the 
annual meeting of the Council in 
January in New York. Also ap- 
proved: the reappointment of 
Gramercy Advertising Co. to direct 
the Council’s 1959 education and 
promotion campaigns on diamonds. 

The 13-year-old industry service 
group reelected Mortimer Abelson, 
New Jersey jewelry chain execu- 
tive, to his third year as president, 
and reelected Barnett Helzberg of 
Helzberg’s in Kansas City, Mo.. 
chairman of the board. 

Also reelected: Secretary Oliver 
A. Jenkins of Duval Jewelry Co., 
Jacksonville, Fla.; Treasurer Alvin 
B. Fink of Fink’s Jewelers, I[nc., 
Roanoke, Va. 

These men were elected vice- 
presidents for 1959: Daniel W. 
Crone of Baltimore; Robert Savitt 
of New Haven, Conn.; Sol Blick- 
man of Indianapolis; Abraham 
Rvysman of Brockton, Mass.; and 
A. M. Shapira of Toronto, Canada. 


bers’ 


New York Jewelers Guild 
wins graphic arts award 


The Jewelers Guild, 11-member 
group of New York = jewelry 
makers, has received a certificate 
of merit from the Graphic Arts 
Association for excellence’ of 
lithographic reproduction of its 
1959 catalog. 

The catalog was in competition 
with entries from advertising 
agencies and firms in all major 
fields and industries. Catalog lists 
merchandise from all segments of 
the jewelry industry. 

Guild elected these 1959 officers 


at its annual meeting Jan. 19: 
Erwin B. Kartzmer of Stern & 
Stern, Inc., president; Morris 
Gunn of Lemore Jewelry Manu- 


facturing Co., vice-president; Mort 
Green of M. G. M. Jewelry Manu- 
facturing Co., secretary; and Eddie 
Aronow of Aronow Jewelry Co., 
treasurer. 
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Roger Hallowell gets 


high association post 


Roger H. Hallowell, president of 
Reed & Barton in Taunton, Mass., 
has been named to the executive 
committee of the National As- 
sociation of Manufacturers. 

Hallowell, who has been with 
Reed & Barton since 1938 (presi- 
dent since 1953), has 
NAM director for one year. 
48 years old. 

The NAM executive committee 
supervises the actual 
operations. 


been an 


He is 


association 


Van Praag is president 
of diamond importers 


Jean H. Van Praag of Van 
Praag Diamond Co. was installed 
as new president of the Diamond 
Manufacturers & Importers Asso- 
ciation of America at a banquet 
Dec. 9 at the Delmonico Hotel in 
New York. 

A diamonds-in-fashion show was 
held during the banquet, at which 
$4'. million in diamonds were dis- 
played. 

Other new officers-elect of the 
group: Joseph Baumgold of Baum- 
gold Bros., Sam Eckstein, Daniel 
B. Frey of Harry Winston, Ince., 
and Jacques Spira of Spira & 
Hymans, all vice-presidents; Leo 
L. Kaplan of Lazare Kaplan & 
Sons, Ine., secretary; and Louis J. 
Gurfein of Gurfein Bros., Ince., 
treasurer. 


5 a 


ASSOCIATE JEWELERS ELECT ROSS 





nd 
ied ™ — 


GIA’S FIRST 1959 GRADUATING CLASS: These “progressive” jewelers re- 
cently completed the first 1959 diamond evaluation class given by the Gem- 
ological Institute of America, in New York. The increasingly-popular one- 
week sessions will be held by GIA in cities throughout the country in a whirl- 
wind, record °59 schedule (class dates for the year can be gained from GIA, 
11940 San Vicente Blvd., Los Angeles 49, Cal.) Students examine hundreds 
of precious stones, use latest grading instruments. 








€?.2 F 
CREDIT SELLING STRESSED: These 27 jewelers were graduated Jan. 30 
from the 19th two-week jewelry store management course given jointly by the 
New York University School of Retailing and the Joseph Bulova School of 
Watchmaking. On a closing-session panel, Controller Ben Natchez of Bulova 
said no jeweler can hope to increase sales or profit without effective use of 
a credit-selling program. 
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Co., second vice-president; Elliott Wasley of M. Waslikoff 


- Associate Jew- 





elers, Inc., 40-year-old group of New York gold and 
platinum jewelry makers, elected Ben Ross of Ross Watch 
Case Corp. president for 1959, at its annual meeting Jan. 
22. Other officers: J. Harold Kushner of Kushner & Pines, 
first vice-president; Bernard Chalson ef Wm. Chalson & 


FU/ F ERS ‘= j APR ACT f Ni} M Ak 


& Sons, secretary; Louis Flyer of Flyer Bros., treasurer. 
Ross reported on the association's work in 1958 for tax 
and registered mail rate relief, and of its active interest 
regarding the marking and stamping of karat gold. Asso- 


ciation will hold another membership meeting soon. 
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Boston Jewelers Club has bright 71st annual banquet 











DAPPER DINERS CLUB: Members and guests donned traditional formal attire for the Club’s 71st banquet. 


Nearly 800 members and guests Force, Cambridge Research Cen- 
attended the 7Ilst annual banquet ter; Lt. James H. Carrington, Jr., 
of the Boston Jewelers Club at the Aide to the Admiral; Capt. Charles 
Hotel Statler Hilton, Feb. 7. Head- A. Dawdy, Jr., Aide to the General. 
table guests included: R. Adm. Also, Dr. John Nicol Mark, Min- 
Cari F. Espe, Commandant, First ister Emeritus, First Congrega- 
Naval District; Maj. Gen. Sidney tional Church, Arlington, Mass.; 
(. Wooten, Commanding Officer. Arnold Schiffman, president, Re- 
Fort Devens, Mass.; Col. Edward tail Jewelers of America; Max 
L.. Hutchinson, Commanding Offi- Jacoby, president, The 24 Karat 
cer, Marine Barracks, Boston; Col. Club of the City of New York: 
John F. Fletcher, U. S. Air Force; Marshall R. Spies, president, Chi- 
Col. Robert C. Sexton, U. S. Air cago Jewelers Association; Isa- 
Korce; Col. William C. McLaugh- dore Paisner, president, Manufac- 
lin, U. S. Air Force; Lt. Col. Rich- turing Jewelers & Silversmiths of 
ard G. Warga, Exec. Officer, Ma- America; William E. Smith, presi- 
rine Barracks, Boston; Lt. Col. dent, Jewelers Board of Trade; 
Lawrence Bb. Krogh, U. S. Air Sydney D. Cook, president, Massa- 





HEAD TABLE AT 94TH: Eugene Sanger, retired Boston jeweler and oldest 
living member of the Boston Jewelers Club, celebrates his 94th birthday Jan. 
30 with 93-year-old Florence Chalmers, formerly of the Pearl Shoppe in Boston, 
who is probably the nation’s oldest pearl stringer. 





° 
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chusetts and Rhode Island Retail 
Jewelers Association; Richard E. 
Moore, president, Diamond Pea- 
cock Club; Peter M. Fahrendorf, 
president, Jewelers’ Circular- 
Keystone; Harry J. Bromley, pub- 
lisher, National Jeweler; Walter 
H. Levy, president, Providence 
Jewelers Club; and William A. 
Rushton, president, Boston Jewel- 
ers Bowling League. Following 
the dinner, and music by the Karle 
Rohde Orchestra, a five-act enter- 
tainment program was presented 
under direction of James Ken- 
nedy. Souvenir of the occasion, 
received by each attendant, was a 
ship’s-model, brass-bound Chelsea 


Clock. 


MJ&SA adds 14 firms 
to member list 


Fourteen companies have been 
added to the membership of the 
Manufacturing Jewelers and 
Silversmiths of America, Inc. 

They include Alan Novelty Co., 
Inc., New York City; Jao Findings 
Corp., of Pawtucket; and American 
Metal Products, Bar-Tan Mfg. Co., 
Berkander, Inc., Eleana Mfg. Co., 
Inc., Highland Mfg. Co., Ident 
Jewelry Co., Lambert Mfg. Inc., 
Lobe Mfg. Co., Martindale, Inc., 
’arkway Mfg. Co., Pettell’s Inc., 
and Paul T. Smith Co., all of 
Providence. 
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Jewelry Council elects vision): Myer Barr of Philadel- Fishel; Oscar M. Lazrus of Benrus 
phia; Myron Everts of Dallas; Watch Co.; C. R. McLean of Towle 


; : 
Oscar Kind 59 chairman John M. Friedlander of Seattle; Manufacturing Co.; Benjamin 





























Oscar Kind, Jr., president of S. Durward Howes III of Los Rossman of A & Z Chain Co.; and 
Kind & Sons in Philadelphia, was Angeles; Jaccard; Kind; J. L. Leonard Shiman of Shiman Bros. 
unanimously elected chairman of Ratner of Columbus, Ohio; New- Colonial. 
the Jewelry Industry Council Jan. ton Rosenzweig of Phoenix; Wil- 

16 at the annual meeting of the liam H. Shreve of Boston; and 
industry - wide public — relations Kenneth I. Van Cott of Bingham- Swiss Watchmakers aim 
group. ton, N. Y. 

Kind succeeds Walter B. Jaccard (Supplier Division): A. H. program at high schools 

f Jaccard Jewelry Corp. in Kansas Arnstein of Arnstein Bros.; F. PS : Sona 
a nae : age The Watchmakers of Switzer- 

v, Mo. Other officers, all reelect: Remington Ballou of B. A. Ballou hak diieasdaciiaed 

, , . “ee / ie ands e-telling program, set up 
Walter L. Kahn of Kahn-Jacobson & Co.; Stanley Church of Church in 1884-40 peovid pee ; 
: . : a ' . Je)! O provide primary-grade 
in New York, treasurer: William & Co.; Roger H. Hallowell of Reed ; 
nar ye ' pupils with a new and easy way of 
EK. Smith of Irons & Russell in & Barton; James H. Hetzel of ; 
7 learning to read clocks, will ex- 
Providence, secretary; Albert E. Eisenstadt Manufacturing Co.; : 

er ee : ; pand more into high sche@ols this 

Haase of New York, president. David I. Heyman of Oscar Hey- 

sa : term to influence teenage watch- 

These jewelers and_ suppliers man & Bros.; Frank J. Heyne of secuitaih nasties 

age: arket c: dates. 

were elected to the JIC board of Hevne & Groves; Louis F. Kruss- pee 

; A aprtat- gies : | A Watchmakers of Switzerland 

directors for 1959 (Retail Di- man of Trifari, Krussman & : mii 
representative will go before high 
school assembly sessions with an 
' sed apache et introductory talk on the Story of 
miss eas & oe 3.3 eu ee ? ~ ry: ° ° . rr . . 
rr ne f lata ba a Bat Raia | rime, with illustrations. This is 
~ aia ia a0 @e followed by informative materia] 
: (i= a . “ey F 3 a4 on how to buy a watch, new types 
of watches, and how to care for a 
ao $ . - rrr . . 
Vg . . “er watch. Throughout, emphasis is 
- " ot ae et! = ge given to consultation with local 
; 5 eS t eg ; 2 
J : ~ 7 < The time-telling program has 
a 3 ss reached more than 12 million stu- 
Se nage : te, dents during its five-year exist- 
4 a ks = ence. Because of its non-commer- 
roe ial cial approach, it has been ap- 
proved by virtually all school ad- 
Tf ™ rd ; : 
me & « ministrators. 
THE VISIBLE TICK: The board of directors of the Watch Material Distribu- Jewelers can participate in the 
tors Association of America, above, gave final approval for production of a 15- program through the regional 

: » . 7 riet ; ee f ‘ « 7.) Tie > 99 “4 : 7 a / , ° . , . . y . ‘ 
minute television film, ““W hat Makes It Tick?”. Film will persuade consumers ataffa of the Watchmakers of Swit- 
to have their watches serviced regularly »y reliable watchmakers who use = nd fi seatil 

° ° 2 ° ‘ ‘ , ° Zerte . sec ‘e < | ri = 
genuine watch parts. Premiere showing will be May 30-31 at WMDAA’s _— a , nawale a ae ee 
annual convention in Chicago. The directors also established committees on rials are provided. 
trade practices and on aid to handicapped veterans. 

eee iti ae 
3 i ] if on Fags | ; 
a | oe 
ma) |, A eae 
aye | |! i : ‘ if one P* . 
ime 





JEWELRY CRAFTS ASSOCIATION REELECTS BUX- surer. The group voted unanimously to support New York 
BAUM: The group of New York manufacturers of gold, State Senate Bill +914, introduced into the legislature by 
platinum and diamond jewelry voted Arthur Buxbaum, the Jewelers Vigilance Committee, which will amend the 
of B. F. Hirsch, Inc., president for a second term, also penal law to make it conform to the National Stamping 
elected Walter Karlan first vice-president; William Law: association wants finer tolerances on quality-marked 
Schneider second vice-president; and Isadore Gratz trea- gold articles. 
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eee. . a 
FOR THE VICTORS, $1000 CLAMS: Gorham Co. has 
announced the two winners of its national window display 
contest, held last fall to help introduce its new sterling 
latware pattern “Sea Rose.” In center is first prize 
window, designed by Orville Liston for Mermod-Jaccard- 
King in St. Louis (cities of more than 100,000 population). 


At right is James F. Manbeck’s creation for Plumbs in 
Des Moines, Iowa (cities of under 100,000 population). 
Judges for the contest, from left: Publisher Harry Brom- 
ley of National Jeweler; President Peter Fahrendorf 
of JC-K; Ad Executive Chester Roberts. Winning de- 
signers each received $1000. 


Wilcox ends 42-year 
International career 


Horace C. (“Hod’’) Wilcox, who 
began his 42-year career with In- 
ternational Silver Co. just before 
World War I as an order chaser, 
retired Dec. 31. 

Wilcox, who will continue as a 
director, is the third generation of 
his family to have served with 
International. His grandfather, 
Horace C., was instrumental in 
forming the present firm; his 
father, George H., was president 
from 1907 to 1928. Wilcox’s son, 
Horace C., Jr., is now associated 


THE ROLEX ESSENCE: Members of Swiss Rolex Watch Co.’s U. S. sales with the sterling holloware divi- 
staff synchronize watches at start of the firm’s annual sales meeting Jan. 19-22 sion. 
in New York. Firm boasted 1958 was the ninth straight year in which Rolex’s At the time of his retirement, 


l. S. sales increased, unveiled a complete marketing and advertising package 
for retailers, announced it would advertise nationally that the world-famous 
(. S. Air Force aerobatic “Thunderbirds” all wear Rolexes. 


Wilcox was manager of product 
planning, a division responsible 
for creation and coordination of 
new design ideas for all holloware 
and flatware production. He had 
been a member of the Executive 
Committee since 1929, had also 
served as director of all holloware 


sales. 


DIAMONDS ARE FOR JEWELERS: “The diamond sale is the only sale a 
jeweler can call his own,” said Columbia Diamond Rings Executive Seymour 
Sadey at his firm’s spring sales meeting in New York. Because of this, Sadev 
predicts, and because of the growing bridal market, the jeweler who survives 
will be the one who is prepared with new styles, new fashions, inventive win- 


dow designs and an imaginative diamond advertising program. Salesmen at 
the 25th semi-annual meeting (above) previewed spring merchandise. 
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Top Bulova salesmen 
get scrolls, stock 


Three representatives of Bulova 
Watch Co. were named “Salesmen 
of the Year” Jan. 27 by President 
John H. Ballard, during the firm’s 
annual sales meeting. 

Ballard said the three — Jack 
Epstein, Bernie Gold and Jerome 
Abrams—had done an outstanding 
job of assisting the retail jewelers 
to tie in with the firm’s extensive 
advertismg and promotion cam- 
paigns. He urged the sales staif 
to continue such fine work, which 
he said “has helped establish Bul- 
ova as the unchallenged leader in 
America’s fine watch industry.” 

Epstein, with the firm for 22 
vears, and Gold and Abrams, each 
with 11 years’ 
illuminated scrolls” signed’ by 
Board Chairman Omar N. 
bradley, plus 50 shares of Bulova 
stock. 

In the photo, from left, are: 
Abrams, Ballard, Epstein, Vice 
President Emanuel Hochman, Gold 
and General Bradley. 


service, received 


Gen. 


Waitress wins $25,000 


Remington Rand contest 


Ilva Jean Smith, a 53-year-old 
waitress in Long Beach, Cal., who 
with her janitor husband had been 
saving for years to buy a television 
set for their one room apartment, 
was presented with a $25,000 port- 
folio of stocks and bonds recently. 

Mrs. Smith the 
or-less winner of Remington Rand’s 
“Shape of America” 
why Remington electric shavers 
make ideal gifts. A total of 408 
stocks and prizes were 
awarded by Remington in _ this 
second “Share of America” con- 
test, set up to publicize its electric 
shaver lines. 


was 25-words- 


contest on 


bonds 


Williams & Anderson, 


lrons & Russell ally 


Two of Rhode 
and best-known 
affiliated recently in 
They are Williams & Anderson Co. 
and Irons & Russell Co. 

Presidents Fred H. 
Williams & Anderson and William 
Kk. Smith of Irons & Russell 


oldest 
makers 
Providence. 


Island’s 
jewelry 
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Bulova President Ballard and General Bradley with top salesmen 


the leader 


makes the most assists 





Barrows of 





ZIPPO SALES CONFERENCE: District managers, salesmen, ad agency execu- 
tives and firm executives gathered in Bradford, Pa., last month for the annual 
sales conference of Zippo Manufacturing Co. New 1959 sales and advertising 
programs were outlined by Executive Vice-President Howard Yates, Sales Vice- 


President Robert D. Galey 
George G. Blaisdell. 


and Ad Manager Jack McCutcheon. 


President 1s 





stressed that the alliance was not 
that firm will re- 


its own corporate structure, 


a merger, each 
tain 
business identity, distribution pol- 
icies and sales force. 

Firms will have interlock- 
ing officers and directors: Smith 
becomes executive vice-president 
of Williams & Anderson, Barrows 
new treasurer of Irons & Russell, 
in addition to their regular offices. 


now 


nation’s 
for na- 
186] 
acquired the 
Manufactur- 
Grif- 


Irons & Russell is the 
oldest maker of emblems 
tional fraternities, dates to 
In 1958, the firm 
lines of White 
ing Co., later acquired R. L. 
fith & Son Co. 

Williams & Anderson makes re- 
ligious pins, athletic charms, med 
other fraternal! 


Cross 


als. awards and 


jewelry products. 


ss 


Presidents Smith (left) and Barrows, Jr., announce alliance 


for the fraternal jewelry field, more service 





om — a 
VOTE OF CONFIDENCE: These six executives of Jacques Kreisler Manu- 
facturing Co. received accolades from the firm’s salesmen at the spring meeting 
in January, for the stream of new watchband and lighter styles and the revised 
sales helps for 1959. Big on the list of innovations were the “Golden Cavalier” 
watchbands series and the 15 new “Colibri by Kreisler” lighters. Seated are 
Julien Keilus, sales manager; Stylist Marge Matthews; President Toby Stern. 
Standing: Abe Pardoll, production chief; Alfred Miller, advertising manager; 
and William Klein, controller. 


ADDING TO THE TRU-SO: Salesmen of David Sarkin, Inec., New York 
maker of Kin-Lock and Tru-So diamond rings, met in January to hear firm’s 
1959 plans, which include new ring lines, more sales aids for dealers, a larger 
line of Kin-Lock designs, more diamond-with-pearl rings. Sales Manager Sam 
(,orman presented the 1959 program. 


9 ae rea p 
IN 59 A BANDWAGON: Smart American jewelers will capitalize on more 
spendable 1959 U. S. dollars with watch sales promotions, according to Dr. A. 
H. Schutz, executive vice-president of Eterna S. A., prominent Swiss watch firm. 
Dr. Schutz, addressing the annual meeting of U. S. Eterna salesmen. said 
potential spending power of U. S. customers this year can be channeled into 
revitalized watch sales, if realistic new marketing methods are adopted. Dr. 
Schutz unveiled new Eterna stem-wound models, more ball-bearing wound models 
with special features. Meeting was held at Eterna’s new New York showrooms 
at 677 Fifth Ave. From left in photo: N. D. Olson; W. J. McKenzie; Henry 
Holderness; Harry E. Wolf; Paul Hersey; Dr. Schutz; T. J. Tracy: H. Burrow. 
R. C. Tolerton; C. A. Neher. 
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Kreisler salesmen get 
retirement pension plan 


A retirement pension plan which 
will pay salesmen a monthly check 
for life has been set up by Jacques 
Kreisler Manufacturing  Corp., 
North Bergen, N. J. 

Formation of the plan was an- 
nounced at the firm’s spring sales 
meeting in New York by President 
Toby Stern. “With this. plan,” 
said Stern, “we are tangibly ex- 
pressing our confidence in our 
salesmen, and I am certain the 


} 


organization will benefit. 


entire 
All salesmen who _ have 
with the watch attachments 
for two vears as of Feb. 1 will 
included. Retirement age will 
65, with a minimum of 19 
of service required for quali 
tion. In addition to monthly 
ments for life, the plan gives 
monthly payments to the s: 
man’s beneficiary, upon his de 


Troops spent $494 each 
in military PX’s in ‘58 

Army and Air Force retail 
stores expect to sell more than ever 
this vear. Although the number of 
outlets is declining (due to con- 
solidations), a substantial rise in 
per capita spending is in the works 
says The Military Market, mer- 
chandising publication for military 
buvers. 

Trend is for military men and 


their dependents to spend fewer 


dollars in regular retail outlets and 
more in government- 


exchanges. For one 


to spend 
subsidized 
thing. more merchandise is now 
avallable in the government? 
than before. And 


managers are doing a bette b of 


stores 
ever excnahnye 
promoting. 

Army and Alr_ Force sales 
executives report an increase In 
per capita sales in exchanges from 
$401.54 to $494.48 last vear. This 
is the average spent in exchanges 
both here and abroad. This vear, 
total is expected to go over $500 
per person, partly because of recent 
military pay raises. 

This year, big talk among ex- 
change managers is’ centralized 
buying, which would cut already- 
low prices still more. 








Coming Events 


MA R C H 


8-11—Denver Gift & Jewelry Show 

(spring), Hotel Albany. IMPORTS “ 
8-12— Boston Gift Show, Hotel °%% change Yo change 
from Jan.- 


Statler and First Corps Cadet Ar- from Jan.-Nov. 
mory. Nov. 1958 Nov. 1957 1958 Nov. 1957 


8-12 — Parker House Spring Gift , 

Show, Parker House, Boston. WATCH MOVEMENTS (units) 4638410 —11.8 
: ienn: srnation: . 0-1 jewel 751,304 +5.7 . , . 
8-15—Vienna International Trade j 558 58 

Fair, Vienna, Austria. 2-7 jewels 161,825 +26.5 1,129, + 0 
14-15—Nebraska RJA annual con- 8-15 jewels 8,675 +120.9 45,136 +30. 

vention, Hotel Clarke, Hastings. 16, 17 jewels 659,275 4+6.2 4,364,176 —24.0 

, ee ee Gift Show, Ho- over 17 jewels 2,390 +42.4 19,666 — 

el Benjamin Franklin. (196,947 —15. 
21—-Manufacturing Jewelers & Sil- all movements 1,583,469 +8.1 10,19 

versmiths of America annual banquet, 

Statler-Hilton Hotel, Boston. | eee carats 117,345 +20.8 947,236 +0.5 

a ee | uncut, by value $7,026,237 -—4.1 $65,144,344 —10.5 
| cut, by carats 79,645 +106.8 638,873 +14.0 
11-21—-Swiss Industries Fair, Basel, | cut, by value $5,415,219 4+ 26.5 $60,179,461 +0.3 

Switzerland. 

12-27 — Milan Trade Fair, Milan, | CULTURED PEARLS $792,549 —3.5 $9,269,749 +6.4 

atid | IMITATION STONES $769,171 +748 = $8,117,401 —14.7 


STATE OF THE JEWELRY BUSINESS 


(Tabulated every month—precisely for JC-K readers) 





26-May 5—Hanover Fair, Hanover, | 
Germany. | EXCISE TAXES 
MA Y of, change Fhe —- 
2-4-New York State RJA 50th an- | Oct.-Dec. from Oct.- Jan.-Dec. from Jan.- 
nual convention, Utica. 1958 Dec. 1957 1958 oe. sa 
2-10—United Jewelry Show (fall), | AMOUNT COLLECTED $31,681 —1.2 $154,091 —2.5 
Sheraton Biltmore Hotel, Boston. | (add 000) 
2-18 — Paris International Trade | 
Fair, Paris, France. Totes ciatnaicti tiie ciieiads tritiated 
3-5—Virginia and North Carolina | 
RJA joint annual convention, Hotel VITAL STATISTICS °% change o%% change 
Roanoke, Roanoke, Va. | ” from Jan.-Dec. from Jan.- 
5-22 — Tokyo International Trade | 57 
Fair, Tokyo, Japan. | Dec. 1958 Dec. 1957 ; prot : a 
8-19——-U. S. World Trade Fair, Coli- | MARRIAGES 122,000 —0.8 , , . 
seum, New York. | BIRTHS 357,000 4,204,000 —1.2 
17-22—-New York Stationery Show, | | oe 
Hotel New Yorker. | 5 
30-31—Watch Material Distributors | 
Association of America annual con- FAILURES % change 
vention, Drake Hotel, Chicago. | change from Jan.-Dec. from Jan.- 
Jan. 1959 Jan. 1958 1958 Dec. 1957 


eee | CASH JEWELERS 15 143 = 
3-)—National Wholesale Jewelers | INSTALLMENT JEWELERS 1 pas 28 +12.0 
Association annual convention, Edge- | WATCH REPAIRERS 2 a 6 + 100.0 
water Beach Hotel, Chicago. 5 37 +19.4 
0-7—Texas Watchmakers’ Associa- WHOLESALERS ian 37 — 36.2 
tion annual convention, San Antonio. MANUFACTURERS 5 ‘ 
13-14—Louisiana Horological Asso- | 7 


ciation annual convention, Alexandria. | — : DEPARTMENT STORE SALES 
yuLyY | SALES | DECEMBER & YEAR 1958 


19-21—Southern Jewelry Show, | DECEMBER 1958 % change % change 
Henry Grady Hotel, Atlanta, Ga. | from Jan.-Dec. 
19-22 — Southeastern China, Glass % change % change ! Dec. 1957 1957 
and Gift Market, Biltmore Hotel and | from from : JEWELRY 
Municipal Auditorium, Atlanta, Ga. | Dec. 1957 Nov. 1958 ; FINE ne an 45 
19-23—Retail Jewelers of America, poe , 
a , | SALES +23 2 | SILVERWARE 
Inc., Chicago convention and trade | , , 
show, Morrison Hotel. | INVENTORY +10 —1 / CLOCKS +5 —2 
26-31—California Gift Show, Brack ' COSTUME 
Shops, Merchandise Mart, Biltmore ' JEWELRY +7 +5 
and Ambassador Hotels, Los Angeles. | oases: 


AUVUYGuUus*tT 


9-13—Retail Jewelers of America, : (troy ounce, large lots) 
Inc., New York convention and trade ; 
show, Waldorf-Astoria Hotel. | Mid-February One year of ch 
30-Sept. 2—Retail Jewelers of | 1959 ago Zo change 
America, Inc., Pacific Jewelry Show, | SILVER $.90 3/8 $.88 5/8 +1.9 
Statler Hotel, Los Angeles. | PLATINUM $67 $72 — 7.0 


SEPTEMBER | PALLADIUM $16 $19 —15.8 
2 70 —11.4 
5-9—Allied Gift & Jewelry Show IRIDIUM $6 $ 
(fall), Hotel Adolphus, Dallas. 
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grown by 
living 
oysters 


7 z 


= 


CULTURED 


PEARLS 


NECKLACES and 
EARRINGS 


at attractive prices 


Th ie 


JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 











SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of 
reductions. 


Contact your wholesaler or 
write for literature to: 


new hermes 
13-19 UNIVERSITY PL., NEW YORK 3, N. Y. 


only 99 50 


Time Payments 














ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
71 NASSAU ST.. NEW YORK 38 N. Y. 








EAST 


# Victor A. Lambert, of Lambert 
Bros. in New York, has been named 
chairman of the jewelry and allied 
trades group for the 1959 fund cam- 
paign of the New York Red Cross 


_ chapter. He will also serve as chair- 


man of the jewelry and allied trades 
retailers division, and of the pearls 
and colored stones division. 

# Harry Braunfeld, New York en- 
cruster on stone and gold seal rings, 
has moved to 71 Nassau St. Firm 
was located at 108 Fulton St. for 25 
years. 

= Mortimer S. Abelson has been elect- 
ed president of the 11 New Jersey 
subsidiary firms and general manager 
of the 13 New Jersey jewelry stores 
of Abelson’s, Inc. He is president of 
the Diamond Council of America. 

# Felix Klein, erstwhile president of 
the Horological Society of New 
York, received his certified master 
watchmaker certificate recently from 
the Horological Institute of America. 
= New owner and president of Meis- 
key’s, Inc., Lancaster, Pa., jewelry 
firm, is Fred E. Orr. Orr wiil con- 
tinue as manager of military and ex- 
port sales for Hamilton Watch Co. 
Other Meiskey’s officers: Paul Woods, 
vice-president; Howard Risser, sec- 
retary; Molly Orr, treasurer. 

es Victor W. Ganz, of D. Lisner & Co. 
in New York, has been named chair- 
man of the costume and novelty jew- 
elry division of the 1959 New York 
March of Dimes drive. 

= Appel & Weber, Inc., 87-year-old 
Lancaster, Pa., jewelry firm, has been 
sold to Watt & Shand, a local de- 
partment store. George R. Roth will 
remain as Appel & Weber president. 
# Hartsell Miracle Jewelry Co., start- 
ed 12 years ago by an Oil City, Pa., 


| jeweler, Harold E. Hartsell, has open- 


ed a downtown office in that city. 
Firm makes jewelry and watch clean- 
ers, watch rinses and_hairspring 


cleaners. It has its products in 1000 
jewelry stores. 


= Mahoney Jewelers has moved from 
73 E. Pulteney St., Corning, N. Y., to 
4 Denison Parkway East. Thomas J. 
Mahoney is owner. 

se Watchmakers’ Association of New 


| Jersey, Inc., held its monthly meeting 


Feb. 10 at the Irvington House, Ir- 
vington, N. J. Guest speaker was 
Samuel R. Zickerman, New York divi- 
sion manager for Swartchild & Co., 
watch materials supplier. 

s The Golden Circle Club of New 
York elected these new officers for 
1959: Louis Waldman, president; 
George Kramer, vice-president; Carl 
Avner, treasurer; Seymour Reich, 


| secretary; Joseph H. Frier, Jr., finan- 


cial secretary; and Sol Raskin, ser- 


geant-at-arms. Club directors: Mike 
Fina, Julian Holzer, Murray Latin, 
Vince McKernin, Herman Ostrin, 
Michael Schwartz and Frank Yablon. 
Officers were installed Jan. 19. 

es Dr. Irwin S. Lighterman, son of 
Jay C. Lighterman, vice-president of 
Tappin’s, Inc., Newark, N. J., was 
married Feb. 8 in Coral Gables, Fla., 
to Myrna Winniman of Miami. The 
groom was awarded the bronze star 
medal for his work as oral surgeon 
for the 45th Infantry Division during 
the Korean War, is a graduate of 
New York University School of Den- 
tistry. 

» Bert L. Kauffman received a hand- 
engraved sterling silver serving tray 
from Anson President Olof Anderson 
Jan. 18, in celebration of Kaufman’s 
50 years of service to the jewelry 
industry. Kaufman, a New Yorker, 
is a partner in Berwin Jewelry Co., 
15 Maiden Lane, New York, and is 
Anson’s franchised dealer there and 
in parts of New Jersey. 

ws Gov. Nelson Rockefeller may be the 
principal speaker at the 50th anni- 
versary convention of the New York 
State Retail Jewelers Association 
May 2-4. Convention dates have been 
moved up from April 25-27. 

es Joseph M. Thornton, owner of 
Thornton’s Jewelry in Allentown, Pa., 
was elected president of the Credit 
Bureau of Allentown for 1959. 

es Arthur J. Block, president of T. C. 
Tanke, Inc., Buffalo, N. Y., has been 
reelected treasurer of the Buffalo Re- 
tail Merchants Association. 

= Mary Pentland, one-time advertis- 
ing and public relations executive in 
New York, has moved her gift lines 
to room 929 at 225 Fifth Ave., in the 
Gift and Art Center. Mrs. Pentland 
entered the gift business in 1951 as 
a manufacturers’ representative. 

e» The Maiden Lane Outing Club will 
hold its 35th anniversary dinner Mar. 
3 at the Grand Street Boys Associa- 
tion ballroom in New York. Chair- 
man is Joseph H. Frier, Jr. 

es Michael C. Fina, of Michael C. 
Fina, Inc., New York, was dinner 
committee chairman for the Jan. 13 
campaign dinner given by members 
of the silverware and allied industries 
in behalf of the Federation of Jewish 
Philanthropies. 

s Tessco Jewelry Creations has moved 
to 666 Fifth Ave., New York 19. 
Firm is now handling thé Corum line 
of Swiss watches, on an exclusive 
basis, in the U. S. and Canada. 

e» Clarence Comfort has resigned as 
salesman and office manager of P. J. 
Breivogel Co., dial-refinishing firm in 
New York, after 25 years. 

a Carlton M. Fishel, vice-president of 
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Trifari, Krussman & Fishel, Inc., New 
York, has been re-appointed chair- 
man of the costume jewelry division, 
for the New York City Cancer Com- 
mittee’s 1959 Crusade. 

# Samuel Cohen, senior vice-president 
of A. Cohen & Sons Corp. of New 
York, Atlanta, and Los Angeles, will 
again visit European markets on a 
buying tour. Six-week trip begins 
Apr. 16. 

es Jewelers 24 Karat Association of 
Western New York held its regular 
monthly meeting Jan. 27 in Buffalo. 
Plans for a big membership drive 
were formulated. 

# Charles Parker, long-time member 
of the jewelry business in the Eastern 
U.S., retired Dec. 31. He entered the 
business in 1902 with William J. Ward, 
later was with Bates & Bacon and 


NEW 


= Members of the New England 
Guild, American Gem Society, met 
at the Hotel Commander, Cambridge, 
Mass., Feb. 12. Following dinner, 
a business meeting was held, in which 
amendments to by-laws were voted 
upon. 

# Members of the Horological So- 
ciety of Massachusetts met in the 
cafeteria of the Waltham Precision 
Instrument Co. Jan. 20. Samuel New- 
man, president of Federal Watch 
Crystal Co., was principal speaker. 
# Sydney S. DeYoung, of the 
J.&S.S. DeYoung Co., Ine., 517 
Washington Building, and a director 
of the Boston Jewelers Club, left 
Boston soon after the Club’s annual 
banquet. He plans to spend two 
months in various parts of South 
America, expects to visit the emerald 
mines near Bogota, Colombia. 

= Member teams of the Boston Jewel- 
ers Bowling League are still rolling 
hard, with Gordon Bros. leading, and 
I. Alberts’ Sons in second place. Of- 
ficers of the League met Feb. 10 to 
map out plans for the annual banquet 
and awarding of prizes. 

x Arrington Jewelers, Danvers, Mass., 
moved recently from 35-A Maple St. 
to 37 Maple St. 

es Elgin National Watch Co. an- 
nounced from Providence Jan. 16 that 
it will dispose of its Hadley Watch 
Band Division there. About 100 em- 
ployees were affected by the closing 
notice. Operations are expected to be 
suspended about Mar. 15. 

ws William Selberg, former New En- 
gland salesman for Elgin Watch Co., 
is now with the diamond department 
of the Miami, Fla., branch of Boston’s 
Jordan Marsh Co. 

s Roger E. Brassard, jeweler of Man- 
chester, N. H., and New Hampshire 
state counselor, has been named a 
MAR 
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H. F. Barrows Co. He was an or- 
ganizer of the Jewelers Fraternal As- 
sociation of New York, is a past 
president of the Maiden Lane His- 
torical Society and the Maiden Lane 
Outing Club. 

= New officers of the 71-year-old 
New York Jewelers Benevolent As- 
sociation, installed Feb. 10, are: 
Murray Dolnick, president; Henry 
Fine, vice-president; Howard Dolgin, 
treasurer-reelect; and Sam Horowitz, 
recording secretary-reelect. Honorary 
president-reelect is Henry Bilker. 

s James W. Tait, 55, treasurer for 11 
vears of Josiah Wedgwood & Sons 
of America, Inc., New York, died Jan. 
LY, 

s John J. McGrath, Sr., 62, jeweler 
for 22 years with Rudolph’s Jewelers 


in Troy, N. Y., died Jan. 3. 


ENGLAN 


trustee of the State Industrial School 
in Manchester by Gov. Wesley Powell. 
# Philip Dutile, watchmaker, has 
taken over J. S. Wolfe Jewelry in 
Lebanon, N. H. 

# John Abar has moved to a new and 
larger jewelry store at 19 Main St., 
Brockton, Mass. 

# Donald W. Moran, jeweler at 12 
Centre St., Brockton, Mass., has re- 
modeled his store. 

es The jewelry, giftware, and appli- 
ance store of Fred Dubin & Co., Ine., 
Room 808, Province Building, Boston, 
was sold at auction by Joseph Finn 
Co. Jan. 15. 

es Richard T. Marshall, 902 Jewelers 
Building, spent early February in 
Florida. During his absence, his 
quarters were redecorated. 

s John Baker, jeweler of Middlebury, 
Vt., has had his store redecorated. 

s Paul C. Lifset, of Lif-Set Diamond 
Co., 905 Jewelers Building, Boston, 
recently was elected commodore of 
the Merrymount Yacht Club, Quincy. 
=» Page Jewelers, Laconia, N. H., 
moved recently to a new location, 
some five doors from their old Main 
St. location. 

= Rogers, Lunt & Bowlen Co., silver- 
smith firm in Greenfield, Mass., has 
leased large space for its New York 
office in the Fred F. French Building, 
551 Fifth Ave. 

ws Gerber’s, Inc., has closed out its 
store in Springfield, Mass., as part of 
a program to move retail outlets 
closer to the chain’s headquarters at 
Pawtucket, R. I. The chain previ- 
ously closed out stores in Hartford 
and Holyoke. 

s Charles Waterman, jeweler of La- 
conia, N. H., died Jan. 26. 

s Charles E. Higgins, Boston whole 
sale jeweler and for many years with 
D. C. Percival & Co., died Jan. 30. 





VU 1 
aoutiey 


el-7- 10a ae lale 
elailit-tale—me- tare! 
aalele(-1a-0¢-me ola (el 


1311 LOMBARD / STREET. 


PHILADELPHIA 47, 








with 


PA. 





Crystal Clear 


GLASS DISPLAY DOMES 


Individually Packaged for Safe and Easy Handling 


For Covering Figurines, Clocks, 
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lew 150 PC. MOTHER'S DAY WINDOW DISPLAY KIT’ 
You get 2 — 11 x 14 easeled display cards, 
3—.8 x 28 streamers, 3 — 8x12 pennants, 
6 diamond shaped signs, 6 — 4 x 12 window 


strips, 18 Mother's Day lapel reminder badges, 
100 price tickets PLUS 12 PINK 
CARNATIONS. $550 


Plus 
Postage Shipped Together 
Hew 138 PC. FATHER’S DAY S35 50 
Pius 
WINDOW DISPLAY KIT Pestoge 
WITHOUT PRICE TICKETS 
Consists of 2 easeled display emapeniess 
cords 11 x 14, 13 streamers 
8 x 28 , 3 pennants 8 x 12 , 6 diamond shape 
signs 8 x 8 , 6 window strips 4x 14, 18 lapel 
reminder badges, plus 100 price tickets. 


$75 reverse | 
EDWIN FREED Inc., 150 w. 46h se. 6.Y. 








- EMERALDS... ? 


Be Sure With Your 





Eureka Emerald Filter ® 


Hold close to eye—Place stone 
near bright incandescent light. 





For distinction of Columbian and 
Russian emeralds from Chatham 
“Cultured” emeralds, soldered 
emeralds, and glass imitations. 











Order 


Only $1 0 Today 


Please Remit Amount With Order 


Eureka Gem 


Instrument Co. 
528 Hathaway 
Houston 6, Texas 


(Dealer Inquiries Invited) 
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MID -WES I 


es The Chicago Jewelers Club has 
admitted the following new members 
for 1959: Francis Shaw, national su- 
pervisor of Simon Bros., 59 E. Madi- 
son St., Chicago; Sidney A. Weiss, 
president of Imperial Pearl Syndi- 
cate in Chicago; Daniel Hattis, presi- 
dent of Boas Sons, Ltd., 55 E. Wash- 
ington St., Chicago; and Alex L. 
Schmidt, representative of L & R 
Mfg. Co., Arlington, N. J., in Chicago. 
es Harry J. Barnett is moving on 
May 1 to the fifth floor of the Hey- 
worth Building, at 29 E. Madison St. 
A new corporation is being formed 
as Barnett’s Jewelers, Inc. 

# Some 355 Golden Roosters and 
their wives and guests attended the 
traditional February formal dinner 
dance in the Gold Room of the Con- 
gress Hotel, Chicago. Sidney Geller 
of Lasko Strap was installed Chan- 
ticleer. Melvin Goldman, an attorney, 
was re-installed as Keeper of the 
Nest-egg, and Fred Hertel of Elgin 
Watch Co., was installed as Scratcher. 
# Fred Seltzer, manufacturing jew- 
eler at 111 N. Canal St., Chicago, IIl., 
has sold his manufacturing ring busi- 
ness to Charles Levin Co., importer 
of electric razors and clippers. All 
manufacturing equipment will be 
moved to the building occupied by 
Levin at 6666 Lincoln Ave., Lincoln- 
wood, Ill. Levin will operate Seltzer 
as a separate firm. 

es Jack Adamson, 29 E. Madison St., 
Chicago, who has represented Squire, 
Inc., Taunton, Mass., for seven years, 
has joined Benrus Watch Co. He will 
move to Oklahoma with his family 
this spring. 

= Mermod, Jaccard & King Jewelry 
Co. is celebrating its 130th year in 
business this year. Firm has three 
stores; William G. Young is president. 
s James Brown, formerly of Norfolk, 
has opened a new jewelry store in 
Fullerton, Ohio, in the location re- 
cently vacated by John Martin. Mar- 
tin is now employed by a Columbus 
jewelry firm. 

es J. C. Sipe’s Son in Indianapolis, 
Ind., is celebrating its 76th year in 
business. Last year the firm moved to 
new quarters in 901 Electric Building. 
Owner Charles B. Sipe is a son of 
the founder. 

ws Robert Weisman has joined Arm- 
strong’s Jewelry in Hammond, III., 
as assistant store manager. Irving 
N. Chayken is firm president. 

s The Detroit Jewelry Sales Associ- 
ates has elected Philip Rothschild 
president for a second term. Other 
officers-reelect: George D. Cohn, vice- 
president; Herbert Segal, secretary- 
treasurer. Associates is sponsor of 
the Detroit Jewelry Show, which is 
set for Mar. 22-23 at the Statler Hil- 
ton Hotel. 

» Forrest Welmer has relocated Wel- 


mer’s Jewelry at 106 S. Chestnut St., 
Seymour, Ind. 

s Otto Fredricksen has retired after 
51 years in the jewelry business in 
Sheboygan and Antigo, Wis. The 
67-year-old watch repair expert has 
been with Imig Jewelry in Sheboygan 
for the last 38 years. 

w Lester E. Collins, president of Bur- 
ton M. Reid, Inc., Springfield, Ill., has 
announced his candidacy for mayor 
in the city’s forthcoming election. 
Collins is a director of the Watch 
Materials Distributors Association of 
America. 

e Charles H. Barker has been elected 
president of the American Retail As- 
sociation Executives. He is secretary 
of the Illinois Retail Jewelers Asso- 
ciation and is executive vice-president 
of the Illinois Retail Merchants Asso- 
ciation, parent association of the 
jewelers group. 

= The 14 Karat, a new jewelry shop, 
has opened in the Cherry Creek Shop- 
ping Center in Columbus, Ohio. Mrs. 
Patricia Wolf is owner and operator. 
Store will feature gold jewelry. 

s New quarters and parking facili- 
ties at 2901-29 Woodward Ave. have 
been purchased by Gem Sales Co., 
one of the state’s largest wholesale 
jobbers for jewelry, luggage, toys and 
variety goods. Dave Berk, owner, 
opened the 24,000 square foot display 
in February. 

s Samuel B. Pliskin, owner of Barry’s 
Jewelers in Elkhart, Ind., has pur- 
chased the building at 411 S. Main 
St., from Dr. and Mrs. Lloyd A. Elliot. 
Pliskin said he plans to remodel the 
building and move his jewelry store 
there. 

s Jack Schmits has been appointed 
Cincinnati district sales representa- 
tive for A. G. Schwartz Co., wholesale 
jewelers and distributors. Schmits 
was formerly with the Gerwe-Brown 
Co. He has been with the jewelry 
business since 1946. 

s Emily Johnson has been named 
branch manager of Emmons Jewelers, 
Inc., Indianapolis, Ind. Miss Johnson 
joined the firm in 1949, has conducted 
several thousand fashion jewelry 
shows. Edward Farrell is president of 
the costume jewelry firm. 

# On her visit to Thief River Falls, 
Minn., Princess Kay of the Milky 
Way Diane Schroeder visited the 
Jewel Box, was given a Princess dia- 
mond ring by Diamond Expert Phil 
Hess. Event was excellent publicity 
for the store. 

s Hyman Wein, founder and presi- 
dent of Clinton Watch Co. in Chicago, 
died Dec. 21. Clinton Watch was 
founded in 1935, is one of the largest 
watch importers in the midwest. Son 
Irving Wein continues the business. 

es David Wexler, 51, partner in S. D. 
Slavin & Co., installment jewelry firm 
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in Chicago, died Jan. 1. He was a 
vice-president of the Jewelers’ Asso- 
ciation of Greater Chicago. 

s Early Day, 70, retired jeweler of 


TE 


2 Arthur Nelson, jeweler in Palatka, 
Fla., was elected president of the 
Palatka Retail Merchants Association 
in January. 

es Walter Wesson, jeweler in Holly- 
wood, Fla., was elected president of 
the Retail Merchants division of the 
Hollywood Chamber of Commerce. 

# Weinstein Co., Nashville, Tenn., 
jewelry firm, has moved into tempo- 
rary quarters at 223 Capitol Blvd., 
preparatory to construction of a new 
store building at a not-yet-determined 
downtown location. 

es New name of Fickett’s Jewelers 
in Athens, Ga., is Spencer’s Jewelers. 
Owner is J. C. Spencer. 

# Lawson’s Jewelers in Charlotte, N. 
C., is now named Friedman’s. Ernie 
Azer continues as manager. 

es Fetting Jewelry and Rogers Jew- 
elry, both Baltimore firms, will open 
branch stores in the new Towson 
Plaza Shopping Center this year. 

# Howard Koerpel, advertising direc- 
tor for the Jewel Box store chain, 
recently conducted small business 
management clinics in Hillsville, Va., 
and in Christianburg, Va. Talks help 
small businessmen to gain a working 
knowledge of various management 
subjects. 

# Members of the Greater Washing- 
ton Retail Jewelers Association and 
the Washington Guild of the Amer- 
ican Gem Society met jointly Jan. 7 
at the Burlington Hotel, to hear Dia- 
mond Expert Gladys Babson Hanna- 
ford. 

es Hopkins Distributing Corp. in Bal- 
timore, Md., has moved to Atlanta, 
Ga., to become Speidel Corp. distribu- 
tor for Alabama, North and South 


LOYAL SERVICE: 


from right) admire the gold and diamond Omega watches they received, 
from Mednikow, 


21 years each of loyal service, 
Memphis, Tenn. From left: 
J. H. Mednikow, president; Mrs. 
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Robert M. 
Hall; 


died Dec. 29. 
75, president 
and treasurer of Nusheus — 


Wittenberg, 
= Morris J. 


Wis., 
Nusbaum, 


Inc., Canton, Ohio, died Jan. 


Georgia and Mis- 
sissippl. Edward Sickles Co. of Phil- 
adelphia will handle the _ territory 
which Hopkins vacated, including Del- 
aware (except Wilmington), Mary- 
land, Virginia, and portions of Penn- 
sylvania and West Virginia. 


Carolina, Florida, 


es Jewelers Supply, Inc., wholesale 
firm in Louisville, Ky., has purchased 
Gleeson Jewelry Co., also in Louis- 


ville. Jewelers Supply will adopt the 
Gleeson name. 

we A 12-week course in creative jew- 
elry making began Jan. 12 at the 
Warner Park art shop in Chatta- 
nooga, Tenn. Joseph S. Moran is in- 
structor. Classes are three hours 
long, are given each Tuesday through 
Mar. 24. 

a Mrs. John M. Wise has been elected 
vice-president of the Gem Cutters 
Guild of Baltimore, Inc. She is a 
jeweler at 108 W. Fayette St. 

a The two prize-winning couples at 
the 1958 Southern Jewelry Show last 
July both recently returned from the 
trips which they won. The Charles 
Taylors of City Jewelry Store, Ca- 
milla, Ga., spent five days in New 
Orleans. The Jack Levys of Levy Jew- 
elry Co., Savannah, Ga., had choice 
seats at the Orange Bowl Football 
classic in Miami, plus residence at the 
McAllister Hotel there. 

e Shelly Wade Strickland, Sr., 68, 
prominent jeweler in Enterprise, Ala., 
died Dec. 29. 

ae Joseph Sidney Winget, 68, retired 
Gastonia, N. C., jeweler, died Jan. 5. 
s Louis I. Brody, 65, founder of Ross- 
ville Jewelry Co., Rossville, Ga., in 
1937, died Jan. 13. His Edward 
continues the business. 


Son 





Leland Cardwell (second from left) and Vesta Hall (second 
for 
firm in 
Cardwell; 


63 year-old jewelry 
Mednikow, vice-president; 


Mrs. J. H. Mednikow. 











IN NEW ORLEANS 


ANTIN’ § WILL PAY 


SOUTH more For your 


Antique Jewelry 


p> because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 

B New Orleans is a “ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet; Whitney National 
Bank, Morgan Branch, New Orleans, La. 
Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


114 Baronne Street 
New Orleans 12, (a. 





BERNARD NACHTs CO. 


DIAMONDS 
DIAMOND JEWELRY 


SALUTES 
AMERICAN GEM SOCIETY 


#107 
11 BAGUETTES 
ull cut diamonds 


14 Kt $410.00 Key 





#108 

6 BAGUETTES 

18 Fine cut diamonds 
14 Kt $320 Key 








Complete line of mounted jewelry 
and loose diamonds. 


BERNARD NACHT & CO., 36 W. 47th St., N.Y.C. 
JU 6-8184 
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HAD $53,000.00 STOCK 
PROMOTION DID 
OVER $70,000.00 





Acclaiming our successful sale for him in an 





unsolicited letter, Samuel Pyes of San Jose. 
Calif. says the difference between 


previous sales and yours is nothing short of 
sensational. It was beyond all expectations."’ 


This is typical of the action a Brill & Colmes 
sale gets. If you have any problems of rais- 
ing cash, liquidating, running a RETAIL or 
AUCTION sale, or just want to sell out for 
cash, let's talk it over and plan NOW. 


Write + Wire * Phone Collect 


No Obligation « 





In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N.Y. 36, JU 6-2334 
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Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 
FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. Y. 
AL. 4-0104 




















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 


129 Fifth Avenue, New York 3, N. Y. 
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7 OU SE AL rE Jur display 
service will create better selling windows. 
Only $8.70 monthly for complete window 
display kit and over 400 matching 
price tickets. Write for... 
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WELLS MFG. CO. ATTLEBORO, MASS. 
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#® Charles E. Morgan, watchmaker at 
Turnbull’s Jewelry in Port Arthur, 
Tex., is recent president-elect of the 
Sabine Area Watchmaker’s Guild. 

es Joseph Fabbre of Fabbre Jewelers, 
Waco, Tex., is new president of the 
srookview Merchants Association. 


'@ Darrell Felts has opened a jewelry 


store at the Western Auto Associate 
Store in Greenville, Tex. 

s Norman Hamilton has been elected 
president of the Wasatch Gem Society 
near Salt Lake City, Utah. Other offi- 
are Stewart Romney, Corinne 
Lozer and Lester Larson. 

s Dell Sheftall, prominent Austin, 
Tex., jeweler, is chairman of a city 
subcommittee bent on “cleaning up” 
Austin newstands. Two dozen maga- 
zines were removed from the stands 
recently as morally objectionable. 

es Bill MeGee of McGee’s Jewelers, 
Blackwell, Okla., is new vice-president 
of the Blackwell Country Club. 

s After 44 years as an associate of 
her late husband, H. B. Richards, in 
Richards Drug Store in Mangum, 
Okla., and 20 years as founder and 
operator of the store’s jewelry branch, 
Mrs. H. B. Richards has retired. She 
has sold her remaining interest to her 
brother, Warren Broome. Mrs. Rich- 
ards, who has been chairman of the 
Red Cross Volunteer service commit- 
tee for the last 40 years, plans to 
give her time to Red Cross and civic 
work. 

=» The Texas Watchmakers of Hous- 
ton has named a building committee 
to consider purchase of a place of its 
H. B. Neill of Houston Techni- 


cers 


own. 
cal College is chairman. Other mem- 
bers: Henry Berger; Dren Duffy; 


Harry Waller; M. T. Duke; C. H. 
Beasley; A. T. Henry; William Graff. 
es Rainwater Jewelry, 23 S. Dewey 
St., Sapulpa, Okla., recently cele- 
brated its third anniversary. Owner 
Roy Rainwater is a certified watch- 
maker, is a ’46 graduate of Midwest- 
ern School of Horology, Wichita 
Falls, Tex. 

s Allen’s Jewelry and Luggage, Inc., 
Oklahoma City, Okla., recently closed. 
es C. L. Wylie, formerly with Wynne- 
wood Jewelry in Dallas, Tex., has 
opened his own jewelry store in the 
Westmoreland Shopping Village in 
Oak Cliff, Dallas, Tex. Wylie was a 
lieutenant commander in the U. S. 
Navy until his retirement five years 
ago. 

a C. D. Devore, who operates a jew- 
elry store in Alexandria, La., recently 
moved his business to larger quarters 
on McArthur Drive. 

s James A. Rowell, formerly of Port 
Neches, Tex., is now with Pfister 
Jewelry, New Iberia, La. Rowell is a 
past president of the Sabine Area of 


SOUTHWEST Lil ) 


the Texas Watchmakers’ Association, 
also served as regional governor for 
TWA in the East Texas Region. 

» Heins Jewelry store in Claremore, 
Okla., will remain in business at the 
same location, according to Mrs. Hugo 
Heins, owner and widow of the late 
founder. Mrs. Everet Evans has been 
named manager. Jack West will con- 
tinue in charge of all jewelry, watch, 
and clock repair. Business’ was 
founded in 1915 by Hugo Heins, who 
died Dec. 8. 

s Higginbotham Jewelry Co., Dallas, 
Tex., wholesale firm, is moving to 
larger quarters in the Dallas Mer- 
chandise Mart. Joe Higginbotham III 
said the new location is more ac- 
cessible and will provide the rapidly- 
growing business with more room. 

# Louisiana Horological Association 
has raised association dues to $5 be- 
ginning in 1959. Dues have been $3 
since 1948. Rising cost of postage and 
stationery contributed to the need for 
more finances, according to Fred C. 
Kline, president. 

es Jim Jackson, owner of Jackson 
Jewelry in Broken Arrow, Okla., was 
among officers recently installed by 
the Broken Arrow Masonic Lodge No. 
243. His post is junior deacon. 

es Darrell Hale, who has operated 
Hale’s Jewelry in Yukon, Okla., for 
two years, recently opened a second 
Hale’s Jewelry at 124 S.W. Main St., 
Bethany, Okla. Pat White of Yukon 
manages the new store. 

= Swanner’s Jewelers opened recently 
at 102 W. Broadway, Cushing, Okla. 
James Swanner is owner. 

= Kent Gift Shop has opened at 207 
W. Main St., Oklahoma City, Okla. 
The firm, headed by George Laham, 
also has a store in Wichita, Kan. 
Laham is manager of the new store. 
s O. D. Patton, at 426 Murray St., 
Alexandria, La., has been appointed 
a member of the Louisiana Board of 
Examiners in Watchmaking, to re- 
place G. N. Adams. 

s Stanley Donahue and Walter Klein- 
lein have opened a watchmakers’ sup- 
ply house as Stanley Donahue Co., in 
the Kress Building in Houston. 

a» ©. Y. Thomson, Waxahachie, Tex., 
watchmaker, recently celebrated his 
8ist birthday. He has been a watch- 
maker for 62 years. 

se German-born Julius Von Harde- 
gen, 85, retired owner of Hardegen 
Jewelry Co. in Oklahoma City, died 
Jan. 7. 

=» Mrs. Nora May Searcy, former 
owner and operator of Searcy’s Jew- 
elry in Bristow, Okla., died Jan. 1. 
She was born in Indian territory. 

e Mrs. Ora Fern Richardson, 54, 
owner of Fern’s Watch Shop in Okla- 
homa City, died Dec. 19. 
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= Ken Nordell, owner of Nordell’s 
Jewelry in Patterson, Cal., was re- 
cently elected president of the Pat- 
terson Merchants Association. 

# Don Haven, owner of Haven’s Jew- 
elry in Arlington, Cal., was elected 
president of the Arlington Chamber 
of Commerce. 

we A. M. Walker Co., in Oakland, Cal., 
exclusive distributor for Van Dell 
Corp. and for Walter E. Hayward 
Co., announced that firm representa- 
tive Robert A. Wilson has moved 
from the San Francisco Bay area to 
Olympia, Wash. Wilson will cover the 
entire Northwest, including Alaska. 
Also, A. Walker, Jr., has joined the 
sales staff and will cover the Cali- 
fornia territory formerly handled by 
Wilson. 

® Archie A. MacDonald, manufac- 
turers’ representative since 1956, will 
represent Baden & Foss Co. of New 
York in northern California. He will 
also continue to represent the Guild 
Rosary Co. of Long Beach, Cal., in 
northern California, adding Oregon 
and Washington for that firm. 

# Richard Abrahams of San Rafael, 
Cal., is now representing Croton 
Watch Co. in northern California and 
in the Reno area of Nevada. 

# Gomez Manufacturing Co. of San 
Francisco held its semi-annual sales 
meeting Jan. 12-14. Ralph D. Gomez, 
president of the diamond - importing 
and jewelry-manufacturing firm, con- 
ducted the session, assisted by Frank 
H. Smith, newly-appointed sales man- 
ager. Smith, who joined the firm 10 
months ago from Traub Manufactur- 
ing Co., had been serving as eastern 
sales manager; his new headquarters 
will be in San Francisco. A new 
salesman, William Wurth, has been 
added to cover Nebraska, Kansas, 
Iowa, Minnesota, Wisconsin, Michi- 
gan, Illinois, Ohio, Missouri, and In- 
diana. In attendance at the sales 
meeting: Leon Leonard; William 
MacDougall; George Priest. 

e» Loretz & Benoit, Inc., manufactur- 
ing jeweler at 657 Mission St. in San 
Francisco, is celebrating its 27th year 
in business. 

es For several months, beginning Jan. 
6, some 100 rare jewels of the Renais- 
sance period, from the private col- 
lection of Martin J. Desmoni, will be 
on display at the M. H. de Young 
Memorial Museum in Golden Gate 
Park, San Francisco. Desmoni, a 
resident of Bronxville, N. Y. and a 
lawyer, has been a gem connoisseur 
for many years. Collection represents 
the work of Italian, German, French, 
Spanish, Dutch and English gold- 
smiths. 

es After 40 years in the jewelry busi- 
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ness in the Fruitvale district of Oak- 


land, Cal., E. W. Becker, 90, has 
closed his shop. He was considered 


the dean of businessmen in the area, 
had helped form the Fruitvale Busi- 
nessmen’s Association in 1920, serving 
as president for five years. 

# Calan Co., at 448 S. Hill St., Los 
Angeles, exclusive distributor for 
Speidel in California, Arizona, and 
Nevada, has appointed Leslie Wil- 
liams northern California sales rep- 
resentative. 

se John O’Reilly, well known in San 
Francisco jewelry circles, has ac- 
cepted a new position with Edward 
D. Sultan Co., Ltd., wholesale jeweler 
in Honolulu. O’Reilly has been as- 
sociated for 19 years with E. W. 
Reynolds Co. in San Francisco. A 
group of his friends gave a farewell 
dinner in his honor at the Montclair 
Restaurant in San Francisco. The 
group: Lee Myers, Romain Ringham, 
Don Cummings, Tony Barante, Mort 


Wolfson, Henry Neal, Eric Norton, 
Cliff Thornton, Jack Hogan, Bob 


Standefer, and Gene Siekert. 

se Gem Jewelers, Inc., was recently 
opened in Room 317, Anderson Build- 
ing in San Bernardino, Cal. Irving 
Moss, in the jewelry business for the 
past 15 years in San Bernardino, is 
manager. 


e The Seattle Jewelers Club has 
elected Irving Reibman 1959 presi- 
dent. Other new officers: Robert 
Bridge, vice-president; Phil Fried- 


man, treasurer; David Lombardo, sec- 
retary reelect. Board members _in- 
clude Alvin Goldfarb, Phil Bogush, 
Bert Block, Sidney Thal, Ian Mal- 
colmsen and H. M. Karfstedt. 

es W. Jack Adamson, Canadian-born 
member of the American Gem Society, 
has been named manager of the Bev- 
erly Hills store of B. D. Howes & Son 
Jewelers. Store is in the Beverly Hil- 
ton Hotel. 

s Porter & Jensen Jewelry, formerly 
Jensen & Nielsen, at 1314 E. 45th 
St., Seattle, has been remodeled. War- 
ren A. Porter is new owner. Anchor 
Jensen will continue as jewelry de- 
signer. 


es C. Alvin Glass has been named 
Northern California supervisor for 
the Kay Jewelry Co. chain. He has 


been manager of Kay’s San Francisco 
store for 15 years. Stores now under 
his supervision are in San Francisco, 
Oakland, Sacramento, Hayward, 
Hillsdale and San Jose. He succeeds 
Norman A. Krauss. 

se David Herman Keene, &8 pioneer 
Los Angeles jeweler, died recently. 
Keene came to Los Angeles in the 
1890’s, at one time also operated a 
store in Arizona. 
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increase profits by 
Engraving your own Jewelry 








Special Multi - Grip 
vise holds articles of 
any shape. Inexpensive 
CNP-) Panto - Engraver 
cuts sharp and clean in 
stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver 
Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc 


Model CNP-J 


Model 3D-5 









A Full Line 
of 
Engraving we 
Equipment &@ if on 
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Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete details and prices. 
For immediate attention write directly 
to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 
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H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 
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The GENUINE Ebertin Back 
Made and 1 only 
—Georges Ebertin— 
p backs, ear clips, 
: ition clips 


wa 


RTF > +) c 
Write for catalog of sizes arid styles 


Georges Ebertin 


562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 





ARTHUR W. FIELD 


MANAGEMENT CONSULTANT 


9591 Random Drive * Anaheim, California 
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News of Personnel 








Towle Silversmiths has announced 
the following appointments: 

EK. T. Catlett has been named sales 
representative in the San Francisco 
area. He was formerly with F. W. 
Dodge Corp. 

J. Norman Jubb has been appointed 
sales representative in the New York 
City area. He was formerly Towle’s 
representative in San Francisco. 


r pe 


J. Norman Jubb 


Arthur Rosengarten Frederick Blackburn 


Arthur E. Rosengarten has been ap- 
pointed western regional sales man- 
ager for Ronson Corp. His headquar- 
ters will be at 3059 Wilshire Blvd., 
Los Angeles. 

In addition, Ronson has appointed 
Frederick W. Blackburn eastern re- 
Blackburn’s 
Fifth 


gional sales manager. 
headquarters will be at 347 
Ave., New York. 


Sid M. Phillips Benjamin S. Staton 


Elgin National Watch Co. has made 
these appointments: 

Sid M. Phillips has been named cen- 
tral region sales manager. He will 
supervise Elgin salesmen in an eight 
state area. 

Benjamin S. Staton has been ap- 
pointed customer relations manager. 
He was formerly with Sheaffer Pen 


Co. 
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Jack Jacobson Harold Teren 


Jacques Kreisler Mfg. Corp. has 
appointed two new sales representa- 
tives: 

Jack Jacobson will cover western 
New York (including Binghamton, 
Buffalo, Rochester and Syracuse) and 
northern Pennsylvania (including the 
Erie, Hazelton, Scranton and Wilkes- 
Barre areas). 

Harold Teren will cover eastern 
Kansas, southern Missouri and part 
of Illinois. 


Herbert A. Frank has been named 
director of sales for Granco Products, 
Inc. He has over 20 years’ experi- 
ence in the radio and appliance field. 


Herbert A. Frank W. M. Byrne 


W. M. Byrne has been named east- 
ern regiona! sales manager for the 
portable appliance division of West- 
inghouse Electric Corp. His _ head- 
quarters will be in New York. 


Herb Bronska Lloyd Beck 


Herb Bronska has been named sales 
manager of B. David Co., Cincinnati 
costume jewelry manufacturer. He 
has represented the company in the 
Midwest and South. 


Lloyd Beck has been appointed 


sales representative for Phil G. Ru- 
velson, Inc., Minneapolis diamond im- 
porter. He will cover Minnesota, 
North Dakota, South Dakota and part 
of Wisconsin. 


William Green and Claude Love 
have been appointed sales representa- 
tives for Stern & Stern, Inc., New 
York manufacturing jewelers. Green 
will cover the east central states; 
Love will cover the Southwest. 


Ray C. Eibel is now representing 
Harry Greenwold, Wallenstein-Mayer 
Co., Cincinnati wholesale jewelers, in 
the South. He has represented vari- 
ous companies in that territory for 
more than 30 years. 


Bell & Howell recently announced 
the following appointments: 

John H. Rosenheim has been named 
district manager in northern Illinois 
and part of Chicago. He has been 
with the company for six years. 

Robert C. Boint has been named 
district sales manager in northern 
Ohio, West Virginia and parts of 
Pennsylvania and Kentucky. He will 
be based in Cuyahoga Falls, Ohio. 


Robert M. Johnston has been ap- 
pointed sales manager of Interna- 
tional Silver Co.’s ecclesiastical divi- 
sion. He succeeds Pat O’Neill, who 
died in January. 


Lux Clock Mfg. Co. has appointed 
two new sales representatives: 

Donald R. Tabon will cover Texas, 
Louisiana, Oklahoma and Arkansas. 
He was formerly with J. B. Williams 
Co. 

John W. Townsend will cover Kan- 
sas, Missouri, Nebraska, Iowa and 
southern Illinois. He was formerly 
with Hoover Co. 





Gemex salesmen vie for 
$1000, two-week cruise 


Each Gemex salesman who in- 
creases his watchband sales by an 
established percentage for the peri- 
od Nov. 1, 1958—Nov. 1, 1959, will 
get a $1,000 prize. 

In addition, if 75 per cent of the 
Gemex sales force achieves such an 
increase, all salesmen and _ their 
wives will get a free two-week 
cruise. 

Such munificent gestures were 
made by Harold N. Leitman, presi- 
dent of Adam Consolidated Indus- 
tries (of which Gemex is a di- 
vision) at a recent semi-annual 
sales conference in Union, N. J. 

Leitman expressed confidence 
that 1959 would note substantial 
dollar and sales volume jumps in 
the watchband industry. 
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Executive Appointments 


Wilbur H. Norton, since 1957 a di- 
rector and executive vice-presi- 
dent of Gorham Manufacturing 
Co., has been elected president 
and chief executive officer. He 
succeeds Edmund C. Mayo, who 
will continue as chairman of the 
board. Norton is a one-time vice- 
president of General Motors, one- 
time president of Montgomery 
Ward & Co. 


Richard J. Blakinger, since 1954 
secretary of Hamilton Watch Co., 
has been elected to the firm’s 





Richard J. Blakinger 


board of directors. Blakinger 
joined Hamilton in 1950 as gen- 
eral counsel, later became assis- 
tant secretary. He holds degrees 
from Cornell and Northwestern. 


Dr. C. N. Challacombe, 18-year 
veteran research engineer for El- 
gin National Watch Co., has been 
promoted to director of corporate 
research. He replaces G. G. En- 
sign, who becomes manager of 
manufacturing for the §firm’s 
watch division. Challacombe is 
the author of several articles in 
horological journals on time-pieces 
and component parts of watches. 





Dr. C. N. Challacombe 
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Wilbur H. Norton 


Arthur B. Johnson and I. S. 
Hirschhorn have been named, re- 
spectively, vice-president and gen- 
eral manager of Ronson Products 
of Canada, Ltd.; and vice-presi- 
dent and general manager of New 
Process Metals, Inc., a Ronson 
subsidiary. 


Kurt H. Grunebaum, New York 
investment securities executive, 
has been elected a director of 
Adam _ Consolidated Industries, 
Inc., of which Gemex Corp. is a 
division. 


Lewis R. Eisner, member of the 
New York Bar and participant in 
the management panels of the Re- 
tail Jewelers of America, was 


elected executive vice-president 





Lewis Eisner 
and chief operating officer of Jew- 
elers Acceptance Corp., which is 
now a division of the larger Stand- 
ard Financial Corp. 
Carl Otto, prominent industrial de- 
signer, has been named design 
consultant for Schick, Inc. Otto 
was designer of the Schick shaver 
models introduced in 1940 and 
1954. 
Oscar Waldan has been elected 
vice-president for merchandising 
of Holzer Watch Co., Inc. He had 
been northeastern sales represen- 
tative. 

















An outstanding 
location for a watch. 
That's why more and more 
people put them here all the 
time. Your customers, too, will 
appreciate the finer mate- 
rials and smart styling 
of Kalbe straps. 
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#824 
Domestic 
Alligator. 
Brown, black, 
tan. 
Stitchless— 
very thin 


$6.00 retail Bia ih 7 
$24.00 per doz ; +> 
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KALBE “aa 


43 West 24th Street, New York 10, New York 





inquiries 
invited 
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Celsa introduces the forward 
look in flatware: ‘Avanti!* 


Nationwide distribution of what 
Celsa Corp. of America calls “the 
first truly modern sterling silver flat- 
ware of our time” will begin next 
month. Called “Avanti!” (Italian for 
“Forward!”’), the new design will be 
backed by full-page advertisements In 
national consumer magazines during 
April, May and June. These maga- 
zines are said to have a total of over 
27 million readers. 

“Avanti!” is the first flatware cre- 
ated by Celsa’s recently formed in- 
ternational team of 40 craftsmen. 
Included in this team are Italian, 
French and Spanish designers and 
Swiss engineers. With these person- 
nel Celsa hopes to establish what they 
call “a new tradition in. sterling 
silver.” To that end they have re- 
cently completed a $5 million execu- 
tive office building and plant outside 
of Mexico City and near what is be- 
lieved to be the world’s largest silver 
supply. 

Edgar A. Wells-Castillo, executive 
vice president of Celsa, said the new 
flatware combines the solidarity and 
graciousness of sterling silver with 
a clean, light appearance of contem- 
porary design and assures the utmost 
in comfortable utility. “The young 
American homemaker has proved by 
selection of furniture and other home 
furnishings that she wants this type 
of design in her silver flatware,” he 
said. 

“Avanti!” will retail at $44 FTI per 
place setting. A series of 15 serving 
and accessory pieces and complemen- 
tary hollowware will be introduced 
soon. A_ selection of merchandising 
aids will be available to retailers. 

Contact Celsa Corp. of America, 1 
E. 57th St., New York. 


Hotel facilities booklets offered 
as aid to traveling jewelers 


To retail jewelers and jewelry 
salesmen planning trips to conven- 
tions and sales and business meet- 
ings, the Sheraton Corp. of America 
is offering a hotel facilities booklet 
and application for membership in 
the Sheraton hotel division of the 
Diners’ Club. 

The _ facilities booklet offers a 
complete description of each of the 
Sheraton hotels located in 39 cities 
in the U. S. and Canada. It also lists 
room rates and the meeting capacity 
of each private function room. 

Contact Sheraton Corp., Dept. 37 
470 Atlantic Ave., Boston. 


, 
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Baumgold's ‘Heart Diamonds’ 
featured in window display 


This window display was created 
especially for ‘“‘Heart Diamonds” by 
Baumgold Bros., Inc. 

Designed by Paul John Smith, it 
can be easily installed in any retail- 
er’s window, the company says. Regu- 
lar window lights or spots will pro- 
vide sufficient lighting. 

Contact Baumgold Bros., Inc., 580 
Fifth Ave., New York. 


Bandmaster display holds 12 
individually packaged bands 


The Bandmaster watch band dis- 
play avoids overstocking the retailer 
with merchandise and occupies less 
than one square foot of counter 
space, Duchess Jewelry Mfg. Corp. 
says. 

The display holds 12 bands, each 
on its own card, in individual plastic 


compartments which are labeled with 
style number and color to facilitate 
re-ordering. 

The display is free with each order 
of 12 men’s or ladies’ Bundmasters. 
Each band, sealed in polyethylene, 
carries an additional matching link 
which permits adjusting the band to 
the exact size of the wrist. 

Through your wholesaler from 
Duchess Jewelry Mfg. Corp., 300 
Observer Highway, Hoboken, N. J. 


Triplets born at birthday 
party; family now numbers 15 


Hamilton has celebrated the second 
birthday of the electric watch with 
the introduction of three new models. 
This brings the Hamilton electric 
watch line to 15 models. 

‘To be adding these three new 
models to our line on this anniver- 
sary date is our way of acclaiming 
the bright success story of our young 


two-year old,” Rufus A. Fulton, vice 
president of the marketing division, 
said. 

The three models are (pictured 
above, left to right): “Atlantis,” a 
10K gold filled waterproof watch 
with round dial and ultra-thin lugs 
that retails, with bracelet, at $110 
and, with strap, at $100; “Vantage,” 
a 10K gold filled model with “hidden 
lug” motif that sells, with strap, for 
$95; and “Regulus,” a waterproof 
model in stainless steel that retails, 
with strap, at $100. Prices include 
Federal tax. 


Ronson lighter parts kits 
put you in repair business 

Its two new lighter repair kits are 
designed to put the watch repairer 
into the lighter repair business on an 
immediate full-service basis, Ronson 
Corp. says. 

One kit, the BA-5, consists of a 
steel cabinet (13% by 10% by 6 
inches), a file card index and a full 
assortment of parts for all Ronson 
lighters. Also included is a lighter 
repair guide that operates on the 
slide rule principle. It diagnoses 
lighter repair troubles and auto- 
matically indicates needed parts and 
the interchangeability of parts. 

The other kit, BA-4, consists of a 
small transparent plastic box with a 
balanced assortment of Ronson 
lighter parts. It is ideal for the 
repairman who wishes to maintain 
limited service facilities, Ronson 
says. 

Contact Ronson Corp., 1 
Rd., Woodbridge, N. J. 


Ronson 
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Remington Rand ‘Roll-A-Matic' 
fits any type beard and skin 


An electric shaver that can be ad- 
justed to every beard and skin has 
been developed by Remington Rand. 

Called the “Roll-A-Matic,” it fea- 
tures a “roller control panel’? which 





raises or lowers roller combs to fit 
the shaving needs of every indi- 
vidual. 

“The ‘Roll-A-Matic’ is not only the 
first adjustable electric shaver,” H. 
C. Landsiedel, vice president and 
general manager of the shaver di- 
vision, said, “but the first one that 
can be used by both the man who has 
shaved for years and the youth who 
is just starting. This makes the 
‘Roll-A-Matic’ ideal for the youth 
market because it actually grows 
with the young man.” 

The shaver, styled in gold and 
white, is packaged in a black and 
grey gift case with red plush lining. 
As the case is opened an interior 
lift props the shaver up for better 
display and easier removal. 

With the introduction of the ‘Roll- 
A-Matic,” Remington will conduct 
what they call “an advertising and 
promotional effort of a scope unprec- 
edented in the company’s history.” 

The Remington “Roll-A-Matic”’ will 
retail at $29.95. 


Glittering aluminum suitable 
for jewelry items, Alcoa says 


99 


“Spangle Sheet,” a new Alcoa alu- 
minum product, has a surface that 
sparkles and glitters according to 
changes in light and viewer’s posi- 
tion. It can be used for decoration on 
jewelry and novelty items, the manu- 
facturer says. 

The new product is made by induc- 
ing large grains into alumium alloy 
sheet and then acid etching the sheet 
to make each grain stand out in re- 
lief. Each grain is positioned differ- 
ently, causing varying degrees of 
light reflection. The product is 
available in a variety of colors and 
in thicknesses ranging from .032 inch 
to .100 inch. Maximum width avail- 
able is 36 inches; maximum length, 96 
inches. 

Contact Aluminum Co. of America, 
757 Alcoa Bldg., Pittsburgh. 
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New balance assembly to carry 
complete shockproof guarantee 


Elgin’s new “DuraBalance” balance 
assembly will carry an unconditional, 
lifetime, shockproof guarantee. 

The new balance has been under 
development for more than five years. 
“It represents,” said George G. En- 
sign, manager of watch division man- 
ufacturing, “a major technological 
breakthrough in the science of ho- 
rology.” 

This is how the guarantee will 
work: If a watchmaker replaces a 
damaged “DuraBalance,” Elgin will 
supply him with a new one upon re- 
ceipt of the damaged one. Elgin will 
also send the watchmaker a $2 cer- 
tificate good for genuine Elgin mate- 
rial at any authorized Elgin distribu- 
tor. 

According to Elgin, these are the 
advantages of “DuraBalance” over 
conventional balance assemblies: 

@ It is automatically resistant to 
shock damage. Shock is absorbed by 
flexible arms within the rim of the 
balance wheel itself. This means that 
the balance pivot and jewels are fixed. 
The balance pivot cannot be twisted 
or canted out of position. 

@ Oil troubles are reduced to a 
minimum. Since the jewels are sta- 
tionary and cannot be displaced, there 
is less danger of oil leaking or run- 
ning out. 

@ Supericr accuracy is developed. 
The principle of regulation is the 
same as that used in marine chronom- 
eters. Movable weights are shifted in 
or out toward the balance wheel rim 
to change the moment of inertia. 

@ It has no regulator pins. With 
regulator pins the working length of 











your watch deserves the Jewelers Best 


A “Mystery Motion” display and 
two golden presentation trays are 
offered free to retailers with the pur- 
chase of an assortment of two dozen 
Jacoby-Bender watch bands. 

The “Mystery Motion” display has 
moving parts that seem to revolve 
without any cause; actually, their 
motion is due to a hidden motor that 
generates invisible vibrations. The 
display is designed to attract the con- 





the hairspring is never constant; it 
continually varies as the _ balance 
wheel oscillates. In a “DuraBalance”’ 
the working length of the hairspring 
is always the same; the hairspring 
runs back to the stud without any- 
thing to interfere with it. 

@ It is easy to service. The entire 
assembly can be treated as one unit. 
Since there is no regulator, regulator 
pin adjustment and the forming and 
truing of the hairspring are elimi- 
nated, as is the danger of the hair- 
spring becoming tangled on the regu- 
lator. The “DuraBalance” is cleaned 
by removing two screws, lifting it out 
and dropping it into a cleaning solu- 
tion. 

In addition, since the moment of 
inertia is controlled by the two 
weights, the balance wheel screws 
have been eliminated. 

Elgin will identify every watch 
with “DuraBalance” with this symbol] 
on the dial: (db). Although 75,000 
watches with “DuraBalance” were 
shipped last year without the identi- 
fying symbol, they will also be cov- 
ered by the guarantee, Elgin said. 
Announcement of the guarantee has 
been withheld until now, Elgin said, 
to minimize as much as possible the 
effect on jewelers’ inventories. 





sumer’s eye and stimulate his curi- 
osity. 

The presentation trays hold nine 
bands each. They can be used for 
window or counter display and over- 
the-counter presentation. 

The watch band assortment (MV- 
24), containing 24 bands, has a total 
retail value of $181.90 FTI. $159.90 
Keystone. 

From your J-B distributor. 


185 





Community dealer contest, 
consumer ad campaign begin 


Community’s three-chest display is 
tied in with the company’s window 
display contest which runs through 
June 15. 

To enter the contest, a dealer must 
incorporate the three-chest display 
in a window design of his own in- 
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genuity and send a photograph of the 
display to the company. Prizes up to 
$500 in value will be awarded. The 
three-chest display is free with a 
minimum $100 order for a 44-piece or 
larger set, with balance in children’s 
silverware or stock. Without 
silver, it costs $5. 

Community division of Oneida 
Silversmiths has also begun what it 
terms “the most carefully researched 
advertising campaign in the com- 
pany’s history.” 

Four-color and black and white ads 
in selected consumer magazines will 
highlight the campaign. An _ addi- 
tional feature will be a full-color 
table setting idea booklet which will 
be offered to consumers in each ad. 
The booklets will also be available to 
dealers, at a nominal cost, for over- 
the-counter or direct mail use. Ads 
and booklet will feature the four ac- 
tive Community patterns. 


open 


Speidel's watch band display 
is windmill that needs no wind 


Speidel’s “Windmill” display holds 
24 watch bands and bracelets on 
contra-rotating spokes radiating 
from an illuminated bulls-eye. 

It will be featured on the Speidel- 
sponsored “The Price is Right” TV 
show and thus, the company says, 
offers retailers a tie in opportunity. 
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Parker begins spring campaign; 
McNeill, Rockwell enlisted 


Parker Pen Co. has begun its 
spring ad campaign. Don McNeill 
and Norman Rockwell are leading 
the troops. 

MeNeill’s top-rated “Breakfast 
Club” on ABC, carrying two spots 
daily, represents Parker’s first ven- 
ture into network radio advertising 
since the mid-40’s. 

Rockwell is painting a number of 
original gift-occasion vignettes for 
use in ads in the Saturday Evening 
Post and Reader’s Digest and on 
point-of-purchase displays. 

In addition, Parker is employing 
TV spots, newspapers, comics, Sun- 
day supplements and consumer mag- 
azines to help sell its pens. 

For its recently expanded line of 
ball pens, Parker has adopted the 


¥ 
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theme of “the greatest ballpoint pen 
show on earth.” Ballpoints now sell 
from $1.95 to $25. 

Parker is also aiming to increase 
dealer support for its retail franchise 
program. This program, now in its 
third year, is designed to enforce 
fair trade in those states with fair 
trade legislation. 

Above, Parker’s ballpoint pen dis- 
play was created expressly for the 
jewelry store counter. The display 
card is removable for seasonal pro- 
motions. 

Contact 
ville, Wis. 


’arker Pen Co... Janes- 


‘What's My Line?’ TV show 
now co-sponsored by Sunbeam 


Sunbeam Corp. is now co-sponsor- 
ing the CBS television panel show, 
“What’s My Line?” 

It is using the network show as 
an advertising medium for both its 
appliances and shavers. It began 
sponsorship of the show Feb. 1. 

William B. Courtney, Sunbeam 
advertising manager, said that the 
show’s consistently high audience 
appeal on a 52-weeks a year basis 
makes it especially valuable to deal- 
ers who aggressively merchandise the 
company’s appliances. 


Artist's palette holds array 
of color in Opalite miniatures 


This counter display in the shape 
of an artist’s palette is designed to 
point up the variety of colors avail- 
able in Opalite birthstone miniatures. 

The display measures 12 inches 
wide and 7 inches high and holds six 
miniatures on a blue velvet  back- 
ground. It is free with two dozen 
pendants. 

From your Opalite distributor. 


Eterna display points out 
watertightness of ‘KonTiki' 
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ETERANG MATIC 
Kontiki 


This display might signify that the 
new “KonTiki” watch is so water- 
tight a diver may wear it. And, says 
Eterna, he may indeed! 

The helmet is metal, the  back- 
ground blue; the watch is, of course, 
the EternaeMatic “KonTiki.” 

From Eterna Watch Co. of Amer- 
ica, Inc., 677 Fifth Ave., New York. 


‘Imperial’ watch box styled 
to complement the merchandise 


No 69 me iia 

The “Imperial” is the newest deluxe 
model watch box from Standard 
Novelty Box Co. 

According to the company, it is 
specifically designed for economy of 
space and styled to complement the 
merchandise. It has a “pearlescent” 
finish with gold decoration. It is 
available in black, walnut, white, 
gray, blue or ivory, with pads in 
turquoise, “American Beauty,” wine- 
color or blue. $8.95 the dozen. 

From Standard Novelty Box Co., 
385 Gerard Ave., New York. 
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Revolving merry-go-round holds 
six Keepsake wedding ring sets 


This pink, blue and white bride and 
carousel display has a revolving 
merry-go-round that holds six Keep- 
sake diamond ring sets. The center 
post of the carousel is an eye-catch- 
ing faceted mirror. The bridal doll is 
gowned in fine satin and has a 
matching cap and net veil. Display 
measures 23 inches wide, 15 inches 
deep and 21 inches high. 


Hamilton Beach dealer display 
pushes 3-appliance gift idea 


This special merchandising display 
is designed to help retailers sell the 
idea of more than one appliance for 
a single gift. 

Consisting of an electric fry pan 
and cover, toaster and portable mixer, 
the three-item combination offer 
carries a suggested retail price of 
$49.95. If purchased individually, the 
three appliances would cost the con- 
sumer $10 more. Each item is guar- 
anteed for five years. 


Hamilton Beach Co.. Racine, Wis. 


Boetsch Brothers introduces 
Birch stereo record player 


Boetsch Brothers, manufacturers 
of Birch high-fidelity and __ stero- 
phonic record players, has recently 
introduced a new console model. 

“Birch has always been known for 
high quality standards,” George 
Boetsch, president of the firm said. 
“Now, we’ve been able to turn out a 
new stereo unit of exceptionally good 
value which dealers will be able to 
promote at a profit.” 

The new console (model SU-284) 
-arries a suggested list price of $149. 
95. Contact Boetsch Brothers, New 
Rochelle, N. Y. 
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Gift wrapping supplies come 
in self-displaying counter units 


Tie-Tie Gift Wrappings has intro- 
duced a series of self-displaying 
counter units for special occasions. 

Each unit, called a ‘“‘Unipak,” con- 
tains two dozen jackets of paper and 
two dozen bolts of *%-inch “Satin- 
tone” ribbon. Special “Unipaks” are 
available for Valentine’s Day, Easter, 
Mother’s Day, Father’s Day and 
graduation. Coordinated package tie- 
ons may be ordered individually for 
all “‘Unipaks.” Each unit has a total 
retail value of $12. Keystone priced. 

From Tie-Tie Gift Wrappings, 
Chicago Printed String Co., 2300 
Logan Blvd., Chicago. 


Gorham silver polish now comes 
in metal, drip-proof container 


Gorham liquid silver polish is now 
available in a new all-metal con- 
tainer with drip-proof spout and red 
plastic screw cap. 

According to the manufacturer, 
the polish is guaranteed to be gentle 
to both silver and hands. A 12-ounce 
can carries a suggested retail price 
of 75¢. Cans are packed 12 to a car- 
ton. 

Contact Gorham Co, Providence 7, 
R. I. 


State seal designs featured 
on new costume jewelry line 


Eddie Nelson Co. has introduced a 
series of costume jewelry featuring 
the official seal of each state. 

The new line includes earrings, 
necklaces, bracelets, pins, tie slides, 
cuff links, money clips and key rings. 
Each item is gold plated and indi- 
vidually carded and retails for $1. 
($13.50 Keystone per dozen.) 

The new jewelry is being sent to 
all stores using Eddie Nelson Co.’s 
“Jewelry of the Month” plan. 

Contact Eddie Nelson Co., 302-303 
Mullin Bldg., Cedar Rapids, lowa. 


Coin mountings counter display 
available from W. R. Cobb Co. 


A counter display of coin mount- 
ings for charm bracelets is being 
offered by W. R. Cobb Co. 

The display, designed to stimulate 
impulse buying, holds a dozen indi- 
vidually carded mountings. Display 
units are available with either of two 


types of mountings: One (unit 15A) 
consists of gold filled mountings for 
gold coins; the other (unit 16A) has 
sterling mountings for silver coins. 

Contact W. R. Cobb Co., 101 Sabin 
St., Providence, R. I. 


Gemex begins spring campaign 
with leather strap promotion 


Gemex has begun its spring pro- 
motion campaign. The accent is on 
men’s and ladies’ two-piece leather 
straps. 

As part of the promotion, a sper ial 
two-unit offer is being made: One unit 


WATCH. STEAPS 


« GEMEX 


consists of a display of eight leather 
watch straps on a revolving drum 
(above). The drum is mounted on 
fine-grain walnut. Display measures 
514 by 4% inches at its base. 

The other unit in the offer is a gold- 
covered folder which holds 24 straps 
and stocks a reserve of 13. Gemex 
says that there are only a limited 
displays available; they 
will not accept reorders. The two 
“Leather Action” promotion units 
(A-87) are free with an assortment 
of 45 straps which has a total con- 
$98.90 Key- 


number of 


sumer value of $121.75. 
stone. 
from 


Through vour wholesaler 


Gemex Corp., Union, N. J. 





Forstner introduces new lines 
of miniature, ‘Empire’ pendants 


Forstner, Inc. has introduced two 
series of pendants: a new line of 
miniatures and a new group of larger 
pendants called “Empires.” 

The miniatures feature genuine 
amethysts, green agates, rock crys- 
tals, ivory and goldstones. They re- 
tail at $4.95. 

The “Empires” feature imitation 
rubies, emeralds, topaz and aqua- 
marine stones in gold filled or ster- 
ling silver settings on 18-inch chains. 


V, CARAT DIAMOND BRIDAL SET 


One of our most popular 
total weight sets with 
full cut center diamond. 


$133°° Keystone 


Known for Out 








All LONG-LIFE mountings 
are die struck... all 
diamonds are of unusual 
quality for their low prices! 
Be among the thousands of 
satisfied jewelers who are 
benefitting from our 
diamond ring manufacturing 
and merchandising 
experience! 

YOU ARE INVITED 

to send for our 

new illustrated 

diamond promotional 
catalog today! 


LIEBER & LERNER, INC. 


ing Pro 
standing piamond Ring 


Lp 


They retail at $5.95. 
Forstner, Inc., Irvington, N. J. 





lnterested in more 
diamond volume ? 


RESULTS prove that you can 
do more diamond business 
and enjoy greater profits 
with the LONG-LIFE line! 
Magnificent styling at 
lowest possible prices make 
LONG-LIFE the biggest 
name in promotional 
diamond rings! 


motions! 





Style #B-156 
23-DIAMOND INTERLOCKING SET 


A beautiful new creation 
that enables you to defy 
all competition. Full cut 
center. ‘ 


$5980 K eystone 


305 E. 46th Street, New York 17, N. Y. 


Diamond rings enlarged to show detail 





Swiss-made balance packaged 
in vibration-proof container 


Ebauches S. A., Neuchatel, Swiss 
jeweled-lever parts manufacturer, is 
using a new package for its watch 
balance assemblies. 

The new package features a special 
holder which secures the part and 
keeps it from vibrating or shaking 


ee 
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1336: 1338 § 


Fe 
f 
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against the sides of the container. 

The outside of the package is also 
new in that it indicates the factory 
trade-mark; the movement dimen- 
sions in lignes; the movement refer- 
ence number; the part number and 
symbol, according to catalogue list- 
ing; the shock-resisting devices which 
the balance fits, and the number of 
alternative parts, when there are sev- 
eral models for the same caliber. An 
illustration of the balance mechanism 
is also featured on the label. 

The manufacturer says the balance 
assembly is regulated to an accuracy 
of one minute and has a self-compen- 
sating hairspring which is anti-mag- 
netic and rustproof. 


Waterwheel display aims to 
prove claims made by Wyler 


s } drops a day prove it! 


Here’s a display that was designed 
to be all wet. Created and constructed 
for Wyler Watch by Robert Kayton 
Associates, Inc., it dramatically 
shows, the company says, the water- 
proof, shock-resistant and self-wind- 
ing features of their watches. 

Basically, the unit is a waterwheel 
partially submerged in a plastic tank. 
The watch inside the wheel is swept 
through the water, lifted out of it 
and dropped into the water again 
9,147 times a day! 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 
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New dual ring lock closes 
with single stainless screw 


“Griptite” dual ring lock is closed 
with a single stainless steel piloted 
screw. 

This is said to facilitate assembly 
and mean tighter contact between 
the plates and the ring, because the 
single screw is always at the center 
of curvature. It also prevents twist- 





ing and turning of individual rings 
and keeps them in alignment. It has 
no exposed edges to catch or snag 
clothing. 

Made in 14K gold and gold filled to 
fit all shanks, an assortment comes 
with a free long-blade screwdriver 
and a two-color window display. 

Available through all material sup- 
ply houses. For further information 
contact Hammel, Riglander & Co., 
Box 100, Madison Square Station, 


New York. 


Flex-Let "Book Merchandiser’ 
holds 28 men's, ladies’ bands 


A “Book Merchandiser” for Flex- 
Let’s line of men’s and ladies’ watch 
bands is now being offered to jewelers. 

The new unit (No. 85) displays 28 
bands—in four rows of seven each 
against a velvet background. The 


outside of the “book” is covered with 
ostrich leather and holds Flex-Let’s 
unconditional repair guarantee in an 
insert on the front. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 
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Gorham again helps sponsor 
Mrs. America competition 


For the third consecutive year, the 
Gorham Co. will be a sponsor of the 
Mrs. America contest. 

Gorham sterling silver will be used 
by entrants in the contest to set 
formal dinner tables. The winner will 
receive a Gorham sterling service for 
12, including serving pieces valued 
at $1,000. Mrs. America endorsement 
in advertising at the dealer and re- 
tail levels is planned. Final compe- 
tition for the Mrs. America title will 
be held in Ft. Lauderdale, Fla., June 
11-23. 


Colibri display tray is free 
with order for 24 lighters 


Lighter gallery tray of wrought 
iron and walnut is free with two 
dozen Colibri pocket lighters. From 
Jacques Kreisler Mfg. Corp., North 
Bergen, N. J. 











pipe smoker. 
| didn’t ask for 
“ust a lighter”. . . 


| asked for a guaranteed 


Beattie 4¢ 


Yes, Mr. Dealer — when it’s 

a pipe-lighter he needs, it’s 
the one and only BEATTIE 
JET LIGHTER he wants! 
Just show a Beattie-Jet in 
action —and man, you've got 

a quick sale! Held upright, 
the Beattie functions with 
conventional upright flame 
for cigars, cigarettes. Tipped 
slightly, it creates the unique 
jet flame that aims into pipe- 
bowl. 

Perfect also for: lighting 
campfires, fireplaces; as a 
‘“‘torch”’ for soldering jobs; 
blackening gunsights; thaw- 
ing out frozen car-locks. 

—— ADVERTISED! 
| eaaul'es \Quidoor Life’: 


| (ogee SCUENTIE 
AMFRU 








Write today for catalog sheets, 
full information of complete line: 


R) 


Lighter! 


the only lighter with 


NEW 3-LIGHTER 
DISPLAY! 
only 8”x8” 
(Shipped with any 3 


lighters you choose) 


, ; Retail at $6.95, $8.00, $8.95, 
$9.95, $11.95, $15.00, $21.00, $49.00 
IF UNAVAILABLE FROM YOUR JOBBER ORDER DIRECT. 


BEATTIE JET PRODUCTS, INC., Dept. JC,19 East 48th St., New York 17, N. Y. 
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Gemex's 'Colormate’ display 
holds six ladies’ watch bands 


Gemex’s window or counter display 
(right) holds an assortment of si 
ladies’ “Colormate” watch bands. 
is available with either black bands 
or assorted color bands. 

“Colormate’’ watch bands are de- 
signed to be sold to a customer sevy- 
eral at a time, Gemex says, because 
they can be easily changed to match 
dress or accessories. Each band re- 
tails for $2.95. The six-band “Color- 
mate” display costs $16.20 Keystone. 

Through your wholesaler from 
Gemex Corp., Union, N. J. 


LP hides 


f) 


Lu 


BUY PORTABLE TV 


DIRECT FR 


ONORA 


You Make The\Exfra Profits! 


17 INCH PORTABLES THAT SELL—FAST! 


® Standard Coil Tuner @© Aluminized Tube 


e Filtered Safety Glass ¢@ Built-in Antenna 


e Choice of Appealing Color Combinations 


Sonora 


Contact Sonora —Today 


ELECTRONICS INC. 
325 N. HOYNE AVE. 
CHICAGO, ILLINOIS 





Elgin offers merchandising aids 
to back ‘Sportsman,’ ‘Starlite’ 


Elgin is backing its new “Starlite” 
and “Sportsman” series of watches 
—which includes a seven jewel model 
retailing at $19.95 — with an ex- 
tensive array of merchandising aids. 
They include: 

@ Newspaper ad mats that can be 
had from your local daily newspaper 
or from a mat catalogue. This mai 
catalogue, called a “matalog,” con- 
tains 57 ad illustrations and is free 
direct from Elgin. 

@ Radio commercials written ex- 
pressly personalized for your store. 

@ A motion display that features 
the $19.95 model. It is free with the 
purchase of seven or more watches. 

@ A “baker’s dozen” offer that 
gives you 13 $19.95 watches for the 
price of 12. (This offer is effective 
only until March 14.) 

@ Consumer envelope stuffers, un- 
imprinted, at the following costs: 250 
for $1; 500 for $2; 1000 for $3; and 
$1.50 for each additionai 500. 

In addition, Elgin is using network 
television and national consumer 
magazines to advertise their new 
series. 

Contact Elgin National Watch Co., 
107 National St., Elgin, Ill. 


| Air filter replacement units 
_cost 6¢ per month, maker says 


A new snap-in filter unit that will 
fit any commercial or home air con- 
ditioning system costs about six cents 
a month, the manufacturer says. 

Called the ‘“Elecktra Snap -In 
Filter,” it consists of a flexible steel 
frame and a disposable filter pad 
which can be used repeatedly. The 
snap-in frame and four pads (about 
a year’s supply) are sold as a unit. 

Contact Extraer Inc., 1210 Chene- 
vert, Houston, Tex. 


| Helbros will launch new watch 


to cash in on Boone boom 


Pat, the most famous Boone since 
Daniel and the singing idol of mil- 
lions of teenagers, will soon receive 
added recognition when Helbros 
Watch Co. introduces a new series of 
watches. 

The Helbros “Pat Boone Command 
Performance” watch will be avail- 
able in both men’s and ladies’ styles. 
Models will retail at $19.95 and 
$33.75. 

The singer himself will be _ the 
principal “salesman” in Helbros’ 
national advertising and promotion 
drive to attract 17 million teenagers. 
The campaign will be launched with 
an ad in the April 20 issue of Life. 

Counter and window displays, ad 
mats and other merchandising ma- 
terial will be available to retailers. 

Contact Helbros Watch Co., Inc. 6 
W. 48th St., New York. 
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Kreisler watch band showcase 
features ‘flip-top-box' design 


Kreisler’s watch band counter dis- 
play-showcase is called the “Flip Top 
Band Box.” 

It has three trays which can be 
flipped open individually and holds a 
total of 36 men’s and ladies’ watch 
bands. Built around a wood frame 
and covered in pastel blue saddle 
leather, it has a gold Mylar trim. 
Each tray is bordered with rose-col- 
ored saddle leather and has satin- 
covered, foam rubber latex pads. The 
pads are in pairs to facilitate remov- 
al and insertion. The unit measures 
16 by 9% by 3 inches. It is free with 
any order for $150 worth of watch 
bands. 

From Jacques Kreisler Mfg. Corp., 
North Bergen, N. J. 


Dick Clark ‘friendship ring’ 
an ‘ific’ item for teenagers 


Dick Clark, the “favorific” idol of 
millions of teenagers, has granted ex- 
clusive permission to Ben Adams, 
Inc., to market the “Dick Clark 
friendship ring.” 

Adams, custom jewelry designers, 
have contracted with Gemex Corp. to 
produce the ring. According’ to 


Adams, Clark has an estimated 40 
million followers. He has a network 
television show and a newspaper and 
magazine column. 

The rings are available in orders of 
a dozen. They come on a counter dis- 
play card that features Dick Clark’s 
picture. 

Through your wholesaler or Ben 
Adams Ine., 73 W. 47th St., New 
York. 
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Hidden camera uses invisible 
light to photograph burglars 


A protective device that takes a 
picture of a burglar with invisible 
light and simultaneously rings a 
loud bell alarm to scare him away 
was recently introduced. 

Called “‘Photolarm,” the device fea- 
tures a hidden camera. The camera 
will also take pictures in daylight. 
The invisible light is used in total 
darkness. The unit is installed by 
plugging into a conventional AC 
electric outlet. 

Contact Photolarm, Inc., 600 Mich- 
igan Bldg., Detroit. 


“Engraving pays half 
my rent!” 


A. L. Aronow 
New York City 








“A great asset.to my 
p>? 


business: 


Ervin Cline 
San Pedro, Calif. 





“Does Beautiful Work’ 


today! 


Jerrold Glass 
Wheaton, Md. 





“Over $600 
in 60 days!” 


Mrs. O. E. Dick 
Kansas City, Mo. 


it's easy 
extra money 
with 
PAG AVOGTAD! 
the tracer-guided porta- 
ble engraving machine 


anyone can operate— 


send for full information 


Electric adding machine adds, 
multiplies seven columns; $109 


A new series of electric adding ma- 
chines features a model the manu- 
facturer calls “the world’s lowest 
priced machine of its kind.” 

Model 407 of General-Gilbert 
Corp.’s new 400 series sells for $109. 
It adds and multiplies up to seven 
columns capacity and prints” sub- 
totals and totals on the tape. Other 
models in the series cost $149 and 
$179; all have electrified control keys 
and an 8- by 11-inch base. 

Contact General-Gilbert Corp., 150 
Broadway, New York. 


“Couldn’t be in 
business without it!” 


Nayte Schoonover 
Elmira, New York 








“Helps make sales... 
helps avoid returns” 


Jack Gerson 
New Castle, Pa. 





“One of the best 
investments we ever 
made” 


G. H. Bell, Jr. 
Dillon, $.C. 





Mew hermes ENGRAVING MACHINE CORP. 


13-19 UNIVERSITY PLACE, 


NEW YORK 3, N. Y. 





THE 
LIP 


electric 
watch 


by Henry B. Fried 


JIC-K Horological Consultant 


This is the third part in Mr. Fried’s 
report on the Lip electric watch. In 
the previous articles he explained the 
basic operating sequence of the time- 
piece and pointed out that its repair, 
and the repair of any electric watch, 
is the task of the watchmaker—not 
the electrician or radio technician. 
Now he resumes his report with a 
further discussion of the balance op- 
eration, Ed. 


® FIGURE 9 shows a general 
view of the balance unit and 
should help to fill in some addi- 
tional details of operation and ad- 
justment. 

The balance (O) is made of two 
metals. The inner rim and arm 


are of non-magnetic nickel-silver 


while the outer rim, with the 
horns, is composed of Mumetal, 


192 


Figure 9. A general view of the balance movement. The outer rim 
and horns of the balance (P1 and P2) are lined with Mumetal, an 
alloy of high magnetic permeability which allows a greater attraction 
by the electro-magnetic stators (D1 and D2). 


a Hh FI. Q 
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of very high magnetic 
permeability. It contains, roughly, 
75 per cent nickel, 5 per cent cop- 
per, 2 per cent chromium and 
minute quantities of iron and Car- 
bon. This combination allows a 
greater attraction by the electro- 
magnetic stators (Dl and D2). 
The Mumetal horns (PI and P2), 
each at a different level, are shown 
during the closed circuit position, 
under the influence of the mag- 
netic pull of the stators. 

At this point the contact cam 
jewel (S) has just forced the con- 
tact spring (Q), which is ground- 
ed at its base, to make contact 
with the nose of the contact lever 
(R). This has completed the cir- 
cuit, energizing the coils which 
create the magnetic pull of the 


an alloy 


Ct Aull Ny 
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stators on the horns. However, 
just beyond the point pictured, the 
cam jewel (S) will pass the con- 
tact spring (Q); the _ released 
spring will jump back to its neu- 
tral position and break the circuit, 
allowing the balance to continue 
under its own momentum. At the 
same time, the balance jewel (T) 
will contact a tooth of the steel 
count wheel (M) and move it the 
distance of one tooth, or 1/12th 
around. The magnetic pin (N), 
situated in the count wheel bridge, 
will hold the wheel in place by ex- 
erting a magnetic influence on the 
tooth directly below it. 

The balance’s motion is designed 
to move a total of 540 degrees (34 
around in each direction). As the 
balance returns, the contact cam 
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Figure 10. A view of the dial side 
of the movement. The batteries are 
on the flanks. 


Figure 11. The train side of the 
movement. The right battery has 
been removed from its socket and 
turned over to show its negative 
pole centerpiece. 


Figure 12. The movement with the 
train and balance bridges and bat- 
tery receptacles removed. The 
count wheel, the contact spring, 
the regulating contact lever and 
the amplitude limiting fork can be 
seen. 


Figure 13. The dial side of the 
movement without the batteries 
and battery receptacles. The min- 
ute wheel teeth are bevelled for 
easy meshing with the arbor’s 
hand-setting wheel. 
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jewel (S) will merely flip past the 
spring (Q) which does not touch 
the contact regulating lever (R) 
unless pushed there by the con- 
tact cam (S). The balance is there- 
fore impelled or pulled in the 
clockwise direction only. If the 
balance had an amplitude of over 
365 degrees, or just over one full 
turn, the contact cam jewel (S) 
would, in the same cycle, again 
push the spring against the con- 
tact lever, creating a one-way mo- 
tor and causing much damage to 
the hairspring (H) and very er- 
ratic timing. To prevent this over- 
amplitude of the balance, a tradi- 
tional fork and roller jewel with 
safety roller are used. In Figure 
9, the amplitude control roller 
jewel and the safety roller with 
its crescent, below, are identified 
by the letter U. The fork and 
guard finger (V) pivots between 
two magnetic banking pins (W) 
which keep the fork against either 
of the pins, depending on the di- 
rection in which the balance is 
turning. Thus, should the balance 
develop an over-motion, or very 
high amplitude, the roller jewel 
(U) will merely rebound on the 
outside of the fork’s horns. 


Regulating the Impulse 


Actually, the impulse is con- 
trolled by the length of time the 
balance is under the magnetic in- 
fluence of the stators. This can be 
regulated by moving the arm of 
the contact regulating lever (R) 
to cause contact between the con- 
tact spring (Q) and the contact 
lever to take place sooner or later 
in the cycle of the balance move- 
ment and to last longer or shorter. 
If the lever is moved clockwise, 
the contact lasts longer and the 
balance motion is increased. If the 
arm is turned counterclockwise, 
the contact comes later and lasts 
for a shorter duration, lessening 
the time of magnetic pull and re- 
ducing amplitude. Thus there are 
three jewels in the balance: the 
contact cam jewel (S) which 
causes the spring (Q) to touch the 
contact regulating lever (R) and 
close the circuit; the 
wheel jewel (T) that is positioned 
to move a tooth of the count 
wheel; and the traditional type of 
roller jewel (U) that has the func- 


balance 


tion of preventing over-motion. 

Figure 10 shows a photograph 
of the dial side of the movement, 
flanked by its two batteries. This 
movement is 27 mm, or about 12 
lignes, and equivalent to the 
American 4/0 size system of mea- 
surement. Complete specifications 
will be detailed later. In Figure 
11, the movement is pictured on 
the train side with one battery re- 
moved and turned over to show its 
negative pole centerpiece. Each 
battery is encased in a heavy ma- 
chined brass casing and, Lip says, 
is absolutely leakproof during and 
after its lifetime. Notice, also, the 
insulating battery receptacles and 
the series of levers relating to 
Figures 7 and 8 (in February 
JC-K). 

Figure 12 shows the movement 
with the train and balance bridges 
and battery receptacles removed. 
The count wheel, the contact 
spring, the regulating contact 
lever and the amplitude limiting 
fork can be seen. Compare this 
with Figure 9. Notice the sta- 
tionary electrical coils and their 
stators which flank the balance. 
Figure 13 shows the same dis- 
assembly from the dial side, with 
the sweep second, minute and hour 
hands in place. You can see that 
the minute wheel teeth are bevel- 
led so that they will mesh easily 
with the arbor’s hand - setting 
wheel during the hand-setting op- 
eration. The hand-setting wheel 
also has bevelled teeth to aid in 
engagement. 

The Lip electric watch beats 
18,000 times an hour, the same as 
a traditional mainspring wound 
watch. Because the impulse is in 
one direction only, the second 
hand makes an advance every 
2/5th of a second. The Watch- 
master timing machine, however, 
will record a true horizontal line, 
the same as with any standard 
18,000-beat watch. With continu- 
ous tape machines, such as the 
Vibrograph, the New Watchmas- 
ter, Paulson or Greiner, the line 
should be continuous and straight. 

a8 


Next month—The detailed technical 
specifications of the Lip electric 
watch. Also, Henry Fried tells what 
he thinks the advent of electric 


watches means for the watchmaker. 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


TACHOGRAPH CLOCK: I have been 
trying unsuccessfully to obtain 
material for a tachograph clock 
(Sangamo). This clock is used 
in trucks to check on drivers’ 
schedules and has a chart-mak- 
ing device in the rear.—Tabar- 
let Jewelers, Lafayette, La. 


Answer: I have had other re- 
quests for the same clock mate- 
rials, but they are not available 
any longer. The best thing you 
can do is repair the unit. If it 
is clogged, drill two holes near 
each other in the sealed shell of 
the unit. This will permit cleans- 
ing fluids to be forced into one 
of the holes and air will be 
forced out the other and the unit 
can thus be cleaned. Then force 
warm air in to dry the insides. 
After this, insert a few drops of 
oil with a syringe and seal the 
holes with a few drops of solder. 
You will find the unit will oper- 


194 


ate satisfactorily for quite a 


while. 


WHERE A VERGE? Where can I 
obtain the verge for an old 
pendulum clock with four mar- 
ble posts? I tried to make a 
verge for this without success. 
—Tabarlet Jewelers, Lafayette, 
La. 


Answer: You should be able 
to make a verge for this anchor 
clock by following the geometric 
principles explained in any good 
clockmaking book. Usually, the 
pallets span 90 degrees of the 
escape wheel, on tangents to the 
escape wheel diameter. Should 
the escape wheel have 30 teeth, 
then the pallets of the anchor 
would span 71% teeth. Thus, if 
you draw a line from the escape 
wheel bushing center to the 
anchor arbor center and con- 
tinue this line to the spot on the 
pallet and continue back to the 
escape center, you would have a 
triangle with two angles of 45 
degrees (at the escape and 
anchor centers) and one 90 de- 
gree angle where the pallet of 
the anchor meets the escape 
tooth and angles toward the 
anchor center. This is true 
whether you work from the left 
or the right side of the anchor. 
Practical Clock Repairs by De- 
Carle and The Modern Clock by 
Goodrich will give you further 
details. 


WHO’S THE LADY? We have a 
customer who has a number of 
large spoons with a large medal- 
lion and a lady’s head with 
wreath on the handle. The only 
markings are “sterling’’ and 
“H & S.” Although we have a 
large index of obsolete patterns 
we cannot find any record of 
this. Could you help us identify 
it?—C. A. Buckminster & Son, 
Ilion, N. Y. 


sé 


Answer: I have looked over 
some of my old books and I have 


come up with what I think is 
the answer. The wreathed lady 
is none other than Queen Vic- 
toria. W. Hutton & Co. of Lon- 
don, which operated from 1839 
onward, used the H & S trade 
mark. This puts the combina- 
tions of markings in the Lon- 
don, Old Sheffield variety. The 
wreathed-head Victoria (facing 
left) started with 1837, and 
-ach year’s hallmark for the 
next 20 years had an old English 
letter. The year 1837 had the 
letter B, 1838 had the letter C, 
and so on. In 1856, the letter 
a was started and used until 
1875. In 1876 the same figure 
was used—but with the addition 
of the capital letter A. They an- 
nually proceeded alphabetically 
until 1895 and the letter U. In 
1896, the wreathed-head Vic- 
toria was discontinued. You can 
use this information to date 


those spoons. 
* 


AERONAUTICAL CLOCK: Do you 
have information concerning 
new and used eight-day aero- 
nautical clocks, approximately 
two to three inches in diameter 
with black dials and radium- 
white numerals? — Patterson 
Jewelers, Garden City, Kans. 


Answer: Try Longines-Witt- 
nauer Watch Co., 580 Fifth 
Ave., New York, and Wakmann 
Watch Co., 16 W. 47th St., New 
York. For second-hand time- 
pieces try Henry Sobel, 131 
Canal St., New York. 


K * * 


TERRY MOVEMENTS: There seems 
to be some controversy in this 
area concerning the age of 
wooden clock movements made 
by Eli Terry. When were these 
first made and when were they 
last made?— Clyde Atkinson, 
Christiansburg, Va. 


Answer: Wooden clocks were 
first produced by Eli Terry 
about 1793 when he received a 
patent on them. As a result of 
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Their LS 


Overwhelming Choice 


) Master 


DRUM WATCHMASTER 


IN AMERICA, 8 OUT OF 10 

WATCHES THAT ARE TIMED 

ELECTRONICALLY, ARE TIMED 
ON WATCHMASTERS 


GUARANTEED ACCURATE TO 1 PART IN 100,000 


Ask any user about the 
Watch Master,—its bench 
advantages, its long life, 
its economical operation. 
The same quality and de- 
pendability is now found 
in all machines of the — 
WATCHMASTER LINE 


TAPE WATCHMASTER 
Od {| + -|} ~¥ Yiic 


7 


LEARN THE TRUE FACTS FOR YOURSELF. MAIL THE COUPON BELOW. 


ELIMAG 





WORKSHOP (continued) 

a severe depression wooden 
clocks saw their end in 1887. 
Brass rolling mills and machin- 
ery also helped their decline. 
During their prodigious life- 
time, they were used as money 
and barter and helped America 


expand economically. 
+ * * 


ULTRASONIC MANUFACTURERS: I 
am a certified watchmaker of 
the HIA in Japan. I was read- 
ing your articles on ultrasonics 
reprinted from the JEWELER’S 
CIRCULAR-KEYSTONE in Gnomon, 
our watchmakers’ journal. I 
would like to obtain literature 
direct from the following man- 
ufacturers: L & R, Watchmas- 
ter, Zenith, Marshall, Swarth- 
child and Branson—C. Akine, 
Tokyo. 


Answer: L & R’s address is 
477 Elm St., Arlington, N. J.; 
Watchmaster, 580 Fifth Ave.., 


New York; Zenith Chemical 
Mfg. Co., 82 Beekman St., New 
York; C. & E. Marshall Co., 
1445 W. Jackson Blvd., Chicago; 
Swarthchild & Co., 29 E. Madi- 
son St., Chicago, and Branson 


Ultrasonics, Stamford, Conn. 
K HK * 


UNBREAKABLE MAINSPRINGS: 
Enclosed is a pamphlet (see be- 
low), distributed by a local job- 
ber, who seems to be strong 


/ A d 
“di L 


HIGH CLASS JEWELRY | 
BANKRUPTCY SALE! | 
«« NOW GOING ON 


“Yeah! I always used 
(nbreakable Mainsprings. 
Staffs and Crystals. 
NOW LOOK AT MEI" 


against the jeweler selling un- 


breakable mainsprings and In- 
cabloc-type of staffs. Will this 
really hurt business ?—(Name 
withheld by request.) 


Answer: It is true that the 
mainspring and staff business 
is not what it used to be but, 
for that matter, watches do not 
come in as rusty as they used to, 
although when we do get a 
rusted watch it is really rusted. 
However, with the advent of 
improved timepieces and more 
serviceable watches, the buyer 
is not as reluctant to buy as he 
used to be, since his investment 
is comparatively better and will 
last longer. Thus there are more 
watch sales and there are more 
watches to repair, even if they 
do not require as many new 
springs or staffs or demagnetiz- 
ing. The loss on some types of 
repair revenue is more than 
compensated for by an increase 
in the repair business as a 
whole. 





Since 1890...the World's 


Largest Selections of 


TIMERS 


have been 














CASH for Your 





active, 





offered by 





GALLET =< 





RACINE seas 








ae 


( THROUGH YOUR WHOLESALER } able. 


Write for the Latest 


CATALOG 


Featuring Timers and 


RACINE 


Chronographs for Every 


Sport and Technical Use 


we ij LES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET 


NEW YORK 36 N.Y 


jewelry. 








Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, 
inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


Will also buy diamonds—any 


quality—as well as antique and 


Reference: 


The First National Bank of Mem phis 


Julius Goodman 


Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 


large or small— 


size and 
modern 


Dun and Bradstreet 


& Son 
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DOUBLE FACE WATCH: Enclosed 
you will find pictures of a 
double face watch (see below). 
You asked me for these pictures 
quite some time ago. I have 
completed my second watch and 
these pictures are of all the 
parts contained in the watch. 
All of these parts had to be 
made by hand, including the 
pattern for the 24-hour dial. 
Both of these watches keep 


od 


wonderful time and they do not 
vary more than 30 seconds a 
month. As you can see they have 
two main springs and two cen- 
ter wheels. If there is any other 
information you would like to 
have about my Chinese puzzle, 
I would be only too happy to 
give it to you. It really takes 
compensation position and iso- 
chronism to make a complete 
watch.—Emil Fornas, Ashta- 
bula, Ohio. 


CLOCKS: We have clocks 
of various kinds, including 
alarm clocks, brought in with 
the complaint that the motor 
is noisy. Sometimes cleaning 
and oiling fixes this trouble, but 
often it doesn’t.—Cramers, Cla- 
rinda, lowa. 


NOISY 


Answer: You mean, of course, 
electric or synchronous clocks. 
When a clock is noisy it is often 
because the bushings are worn 
and the fast moving parts are 
rattling in their loose holes. 
Closing these holes properly is 
a lengthy and a costly job. Us- 
ually, the initial cost of the 
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clock and the length of time 
your customer has been using 
it makes the timepiece expenda- 
ble, since he has probably re- 
ceived his money’s worth from 
it. Try to sell him a new clock. 
If only the unit is worn, a new 
unit should remedy the difficul- 
ties. Often alarm clocks will be 
noisy because the resilient bar 
that causes the hammer to vi- 
brate for the alarm noise is too 
loose during the “off’’ sequence 
and this has a continuous hum 
which you might mistake for a 
motor noise. Adjusting the 
alarm vibrating arm to be com- 
pletely shut off when not needed 
should help considerably. How- 
ever, motor noises are due most 
often to wear, not filth. But 
when a clock becomes unduly 
warm from the action of the 
coil, it most often is a sign that 
the rotor is under strain due to 
dirt or wear. 





BOOKS 


TIME AND ITS MEASUREMENT, 
From the Stone Age to the 
Nuclear Age by Harrison J. 
Cowen. Published by World 
Publishing Co., New York. (8 
by 11 inches, 160 pages, 
$4.95.) 


As with most successful hu- 
man inventions, the measure- 
ment of time is taken for 
granted. A person who can tell 
what year it is, as well as the 
month, day and hour, is not nec- 
essarily a magician or a prophet 
even a millionaire! Cal- 
endars, watches and clocks are 
now common luxuries; more, 
they are necessities. 

Harrison J. Cowen has been 
connected with the watch in- 
dustry for 20 years. As public 
relations director for Longines- 
Wittnauer Watch Co., he has 
been a leading light in the di- 
recting and timing of important 
sports events. He has planned 
the timing of the auto races on 
the Bonneville Salt Flats in 


—dOr 


Utah; the World Ski Champion- 
ships in Maine and Colorado; 
and he has been working on the 
complex timing systems that 
will be used at the Winter 
Olympic Games in 1960. When 
it’s about time, he’s an expert. 

While compiling a guide for a 
“Time and Its Measurement” 
exhibit at New York’s Hayden 
Planetarium, Mr. Cowen real- 
ized the need for a compre- 
hensive history on the subject; 
a volume which would trace the 
exciting story of time-telling 
from the beginning to the 
present. He wrote this book to 
fill that need. 

Mr. Cowen takes us through 
the rich, interesting history of 
time and its measurement from 
its early association with my- 


.—-—--~ ——————— 








MIAMI BEACH, FLA. 

Jewelry Store For Rent 
The finest location on Lincoln Road. Directly across 
from Saks Fifth Avenue. Luxurious up-to-the-minute 
front Completely equipped, with handsome interiors 
burglar-proof safes, air conditioned, etc. Exceptiona 
lay-out for fine diamonds and jewelry. 

LINCOLN CENTER BUILDING 
630-G Lincoln Road JE 11-7550, JE 11-9839 









































SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 


You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.I.A. and state examino- 
tions and are in great demand. 
Send for free Catalogue 
"Your Future & Our School’ Bowman Bidg., Lencaster, Pa. 


John J. 
Bowman 
Director 


— Bowman 
Registrar 


Courses Approved for 
Veterans & State Rehabilitation 








| 29 East Madison Street 





leh Case Tipaingf 


We repair all types of - or Fae 
graphs and stainiess, and ake coll 
springs for cases. We also sell, used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
Chicago 2, IHlinoie 





ACON wartcu | 
50 Eldridge $t., New “cron o./ 


Manuvlacturers a Go'd Filled Crowns 


Complete line includin 
9 “alerprool 
Sold through Wholesolers & bebbeos 











Se? 
ES Graceccce ces 


SWISS 

STAFF 

SYSTEM 

THIS NEW SYSTEM . 


uses the Newall MASTER SYS- 
TEM numbers as listed in your Finger 
Print Catalogue. An assortment num- 
ber is not necessary when reordering. 
Your present system of staffs is not 
obsolete and can be quickly and eas- 
ily converted by placing the Master 
System number on the old bottles. 
This new system never becomes out 
of date, as obsolete numbers can be 
removed and newer models added as 
they come out. 
A new system containing 144 Swiss 
staffs including shockproof, popular 
wrist chronographs and all of the 
popular models in current use. 


No. S1100—%30.80 
Order from your 
Newall jobber 


> 
me NEWALL mercco 
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DUSTPROOF CROWNS 
y 


full information 
and free samples 


JULES BOREL & “CO. 


1110 Grand Ave., Kansas City, Mo. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C 


Students may enrol/ at ony time of the year 


Peoria, Ill. 











BOOKS (concluded) 


thology, philosophy and religion 
to its present place in history 
and science; from the establish- 
ment of the week by the Sume- 
rians and the biblical sundial 
of Ahaz to Queen Elizabeth’s 
“clocks and watches of golde 
and agatte’’ (which she com- 
plained never told the same 
time); from Madame Pompa- 
dour’s amazingly small finger- 
ring watch by Beaumarchais to 
the present cesium clocks, the 
quartz-crystal oscillator clocks 
and modern pendulum clocks 
and watches. The book is il- 
lustrated with skillful line 
drawings and excellent photo- 
graphs. 

However, the most interest- 
ing parts of this fast-reading 
book are its revelations on time 
measurement. For example, the 
author explodes the myth that 
sundials are very ancient. He 
contends that accurate sundials 
are Of rather recent vintage, 
since the equation of time— 
upon which their operating 
principle is based—is itself a 
relatively recent achievement. 
Also covered is the story of hour 
glasses, the evolvement of the 
present-day calendar, the bases 
for observance of many well- 
known religious festivals and 


holidays and how the beginning 
of the year was decided. Mr. 
Cowen, a rare combination of a 
good writer-researcher, smooth- 
ly carries the reader through 
the many “believe-it-or-not” de- 
tails of the relatively new sci- 
ence of time measurement. The 
art of telling time by hours and 
minutes is not as ancient as one 
might suppose. The manufac- 
turing of watches and clocks, 
along with navigation and the 
accurate observation of celestial 
bodies, did not develop as exact 
sciences until rather recently. 
And the subjects of watch- 
making, escapements and manu- 
facturing and testing «f time- 
pieces are not neglected. Basing 
much of his knowledge on his 
vast personal experiences, Mr. 
Cowen tells the story of these 
phases of horology in clear, 
lucid language. In _ addition, 
there are a few pages on a sim- 
ple method of making a sundial, 
as well as a page of references; 
a listing of this country’s plane- 
tariums; a short but interesting 
chapter on the future of time 
(including a discussion of the 
electric watch), and a scholarly 
index. For the watchmaker, 
especially, this book should be a 
most pleasant and educational 

experience. 
—Henry B. Fried 
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SELF-ADHESIVE LABELS 


pe 
qu oko fell 


Here are the most popular 
sizes and shapes of white 
Kum-Kleen labels .. 
mounted on flat sheets 
measuring approximately 
4” x 6”. Ideal for typing, 
stamping or hand marking. 
1000 labels to a box except 


KB-3008, S-1224 (500 to box) 
ORDER FROM YOUR JOBBER 


M.J.LAMPERT & SONS, Inc. 


Exclusive Wholesale Distribytors 
352 FOURTH AVE., NEW YORK 10, N.Y. 
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| SALESMAN-MANAGER; 20 years’ ex- 
perience in all phases of retail jewelry, 
cash and credit stores: wish to make 
| change; prefer Southeast; address “A., 
| 4829,” care of JC-K. 


RATES AND REGULATIONS renee 


Remittance in Advance DIAMOND BUYER, 13 years experience 
top importer; excellent knowledge 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- prices & sources; head department ; 


B. B. A. marketing: address “M., 4870,” 


tional words, 10 cents per word. Heavy type $7.00; addi- care of JC-K. 
tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES”—Regular type $4.00 DIAMOND ASSORTER ; number of years 
experience assortingg - selecting ant 


first 25 words; additional words 15 cents per word. Heavy matching stones for large ring manu- 


s ses facturers; references; N. Y. City pre- 
type, $7.00 first 25 words; additional words 25 cents per Sceel: @hdceus Cann? Game ae ee 
word. 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- EXECUTIVE: 20 y : 

: LAEC + years knowledge re- 
tional words 25 cents per word. Heavy type $12.00 first 25 tail problems; buying, promotion, 
words; additional words 30 cents per word. display, advertising, collections; 
available anywhere; manage large 

fied advertisers will not be delivered. — a _—— rok - 
® Classified ad form closes 10th of the | — canta _ 

® If answers are to be forwarded, 20 cents —_— —— —_ pol: sage | 

@ A box number when used in ad counts | ‘ATCHMAKER; 4 years training in 
extra to cover postage must be enclosed. as five words, that is, “Address #13, _ Switzerland plus 11 years’ experience 
® No Agency Commission. care of J C-K.” mating, selling . salary, commission ; 
store, shop; address “M., 4875," care 
In answering Box Numbers address envelope “Box —,” care of Jewelers’ | of JC-K. 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose | 


original letters of recommendations. 


® Name, Address, Initials and Abbrevia- @ Advertising matter addressed to classi- 


tions count as words 


> 


MANAGER, SALESMAN; well rounded 
‘xperience; desires affiliatio ith ag- 
JEWELER’S CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. dressi © credit jewelry concern ; « xecu- 
e ab r Op lIoO~tCcCnh Saiesmahn hoca- 
tion optional : PP vane “J., 4842,"" care 
LONG TIME experienced jewelry store of JC-K. 
manager; excellent capabilities; de- 


> > sires to be permanently located in 
Situations Wanted Florida : “G., 4861,” of SALESMAN, MANAGER Assistant 





address care or istan 
a JC-K. Manager; Western or Central Penna 





—————————— former store owner: Knows watchmak- 
MANAGER, SALESMAN: experienced in ’ ing, watches, jewelry and diamond buy 
every phase of operation: will relocate: DIAMOND BUYER, superb background Ing married, 42 years old address 
looking for a permanent position; ad- in sizes, mellee and fancies; excellent “G., 4841," care of JC-K 
dress “R., 4880,” care of JC-K. experience picking fancy pieces and 
production rings; family man; top ref- 
erences; address ‘483,” care of JC-K. THOROUGHLY EXPERIENCED Peartl- 
stringer-knotter on cultured, oriental 
also genuine beads, necklaces, brace- 
EXPERT diamond assorter seeking posi- lets: job wanted with reputable New 
tion with opportunity to do assorting York firm: address “K., 45846,” care of 
—_ plus local selling: excellent background JC-hk 
WATCHMAKER, over 25 years experi- & references. address ‘484,” eare of 
ence in fine, complicated watches and JC-K 
clocks; address ‘“R., 1815."’ care of MANAGER-SALESMAN: 15 years ea- 
IC uo. soned experience ; cash-credit dept 
YOUNG MARRIED MAN, 8 vears’ ex- store, discount operations ; emphasis on 
perience as retail manager, desires sales, diamonds, watches, finest lines 
permanent opportunity in wholesale promotions, advertising, organize! ad 
jewelry sales with known organization ; dress “L., 4858," care of JC-K 
address “K., 4852,"" care of JC-K 


DIAMOND SETTER & repair man; spe- 


cial order; age 34, family man; prefer 
san Diego, Calif., area; references; 
P.O. BOX 1224, Las Vegas, Nevada. 


BOOKKEEPER, F C, thoroughly experi- 
enced in jewelry and diamonds: also 
selling experience; excellent references ; 
address “C., 4862,”" care of JC-K. 

SALESMAN-SALES MANAGER 14 

WATCHMAKER: good mechanic, over 11 DIAMOND EXPERT buyer, assorter: years’ wholesale experience earer to 
vears’ fine store experience; take charge executive type; valuable man for a relocate in Far West or South superb 
repairs, sales; New York City, Long loose diamond firm or jewelry concern: record ; top references; family man, 6% 
Island, suburbs: references: address long experience; excellent reference; vears old: address “B tSUY care of 
“S., 4762,"’ care of JC-K. address “479,” care of JC-K JC-K. 


ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 





Under the Heading of place the Following ad: 


Please check if box No. Wanted [] Name (Please Write Plainly) 


Enclosed is Check [] or Money Order [] Street 
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Specialist ar- 
window trim; 
experience ; 
New 


SALESMAN! 
diamond 
diversified 
currently employed 
guar: inteed ; 


SUPERIOR 
ranging daily 
immeasurable 
middie age 


York area; | ory precrenages 
address “S., 4741.”" care of JC-K 

YOUNG WOMAN with 13 years experi- 
ence in the manufacturing of precious 
jewelry, thoroughly experienced in prac- 
tically all phases of jewelry work; 
knowledge of ee: Ep best refer- 
ences address ‘“‘I., 486; care of JC-K 


MANAGER over 25 years thorough ex- 


perience in every phase credit jewelry 
business; excellent background: would 
be willing to invest in store in Southern 
Calif preferred address “M., 4869," 
care of JC-K 


STONE DEALERS REPRE oo NTATIVE 
with many years’ experience in the im- 
ported stone line, is desirous of again 
joining a well established organization 
as representative in Rhode Island; full 
details upon interview ;: write, T HR IFT, 

| ] 


138 Warrington St Providence 7, R 


retail experience, sales 
‘alifornia and 


INCOM PARABLE 
huilding record with top ¢ 


New York independent, chain, major 
department store: buying, promotion, 
managerial diamonds watches, jewel- 
ry, silverware ; Telephone Los Angeles 
DUnkirk 7-2865 

MANAGER -executive ability 20 years 


experience in retail credit jewelry store 
operation; selling, advertising, buying, 
credit & merchandising can assume 
full responsibility married furnish 
best of references; address “S., 4851,” 
care of JC-K 


school of hard 
knocks; worked up from bench to 
executive position; now handling large 
volume credit jewelry & appliance store 
differences with arm chair executive 
prompts me to consider other offers 
address “B.. 4856.” care of JC-K 


MANAGER graduate 


WATCHMAKER 29 
wants permanent job; store-watch Co. 
or running trade shop I do watch, 
clock, ring sizing: have owned and 
operated store don’t drink, perfect 
oa ge address “R., 4857," care of 
JC-K. 


years at bench 


TS. 


ALESMAN 3 married ll years’ in- 
Side experience retail, wholesale; heavy 
selling, buying ; silverware, china, 
crystal, giftware, jewelry finest ref- 
erences presently employed: seeking 
position with decent pay, good future 

address “G., 4805,” care of JC-kK 


MANAGER; young married family man, 
sales conscious seeking permanent 
future with organization that is “on 


ressive; 10 years’ 
retail man- 


the ball” and prog 
experience in all phases of 


agement, credit, display desire New 

York or Westchester but not neces “SSary ; 

address “kK . is44 - care of . (*-K<¢ 
MANAGER OR ASSISTANT to owner: 


age J married lS years’ experience 
retail credit jewelry Selling, buying, 
advertising, promotions, credits will 
relocate anywhere in East: available 
immediately; write to ROBERT SAN 
‘ikLS, 6 Cambridge Ave Bridgeton, 
N. J 

MANAGER early forties wonderful 
personality; 25 years retail jewelry 


merchandising, sell- 
and collections: 


volume jewelry 


field; experienced 
ing, display, credits 
now managing large 
store in chain organization: will change 
and re-locate for minimum of $10,000 
a year address ‘478,"" care of JC-K 


INTERNATIONALLY KNOWN 
Watchmaker wants top position at top 
pay with an old established large, fine 
firm; have 40 years’ experience and 
specialize on fine grades, as Patek 


Philippe, Rolex, Vacheron-Constantin, 
etc., etc.; am married, have finest ref- 
erences avi Lili ub le short notice: ad- 


dress “N., 4823," care of JC-K. 


200 


Master 





SALESMAN MANAGER OR ASSIS- 
TANT; national, capable, imagina- 
tive Manufacturer’s sales and retail 
management experience; good fu- 
ture; I can do any job I undertake; 
age 36, family, stable, unattached 
but selective and in no hurry; I 
want the right thing; confidential; 


address, “R, 4824,” care of JC-K. 


Na eencace enema tite eae ar 
Lines Wanted 


— — ~ = - — 








MAN, thoroughly experienced in the Jew- 


elry business for 25 years; unattached, 
willing to travel and cover any terri- 
tory ; address “P., 4831,”’ care of JC-K. 


SIDE 
and gold 
following : 
through to 
“M.. 3083.” 


sterling silver 
with good 
New York 

address 


line of findings, gold, 
filled: experience 
S years vee 

North Carolina ; 
care of JC- 


SALESMAN; with Chicago office: open 
for lines to the better wholesale jewel- 
ers and chain stores; covering the Mid- 
west and Southwest: have good follow- 


ing; address “S., 4835,” care of JC-K. 


MFG. REP.; California, Arizona, Nevada, 
New Mexico since 1946 wants short 
compact popular priced quality lines; 


selling to retail jewe lers trade: address 


“G 1726," care of JC 


, 


MARRIED; good hustler, experienced 
in selling among retailers in Chi- 
cago and area within a couple hun- 
dred miles; need and ean sell a 
good top line; address, “S, 4814,” 
care of JC-K. 


TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS re p- 
resentation available; Write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men’s Association, 
c/o David Shapiro, Executive Director, 
1710 Jackson St., Dallas 1, Texas. 


ATTENTION MANUFACTURERS; 
successful Manufacturer’s repre- 
sentative calling on wholesalers and 
chains in the South, wants on addi- 
tional volume-potential line; now 
representing prestige firms wh«-e 
volume has tremendously increased 
due to mv efforts; excellent refer- 
ences; available for interview in 
April; address, “K, 4830,” care of 
JC-kK. 


SEASONED AND WELL KNOWN 
SALESMAN, who has traveled the 
complete Southern territory for the 
past 20 years and who has a fol- 


lowing with the department stores, 
jewelry stores, mail order, discount 
houses and gift stores, is open for 


a companion line such as sterling 
hollowware, jewelry or watch and 
clock line; will consider reputable 
manufacturers only; address, 


“482,” care of JC-K. 


Side Lines 


a | 








| 





MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following ; commission basis: ad- 
dress “‘K., 4745,” care of JC-K. 














from 
top lines in 
hollow-ware; ad- 
care of JC-K. 


SALESMAN wanted for the South, 
Virginia through Florida; 
sterling and plated 
dress “‘H., 4836,” 





JEWELRY SALESMEN wanted to sell 
jewelry displays as a side line; sell 
from photos; no ne to carry; top 
commissions ; address “P.. 4812," care 
of JC-K 


SALESMAN FOR 
Southwest calling on 


WEST COAST and 
wholesalers; we 


have the most outstanding line of gold 
rings, predominately pearls; address 
= | r 


“S., 4811,” care of JC- 





white 
with name 


SALESMAN for an outstanding 

gold diamond watch line, 
brand movements, diamond cases, dia- 
mond watch attachments and better 
1-7-17 jewel watches , address 


quality 
“C.. 4866,” care of JC-K 


SALESMAN to represent a manufacturer 
as a side line of wedding rings and 
mountings; give information as to ter- 
ritory, experience, etc; commission 
basis; good and fast selling line; ad- 
dress “S., 4832,” care of JC-K 


SALESMAN WANTED for New England, 
New Jersey, part of New York and 
Penna: 45 years of manufacturing of 
Platinum and Gold Diamond rings & 
fancy pieces; catalog issued; address 
“T 4840," care of JC-K. 


SALESMEN, established following among 
jobbers and chain stores to carry a 
popular priced Gold ring line; state ex- 
perience, territory, references; dr: awing 
against ———: address “C., 4749, 
care of JC-K. 


= — 


a 


SALESMAN calling on better jewelers to 
represent manufacturer of diamond 
jewelry and mountings; catalogue ; 
commission basis; state experience and 


references: address “F., 4865,’ care of 
JC-K 
SALESMEN with established territory to 


carry a popular priced gold ring line; 
commission; state e xpe rience, territory 
SCHWARTZ JEW- 


and references; “4 
ELRY CoO.. Inc., 850 Elk St., Buffalo 
i. ee 

SIDELINE salesmen wanted to carry 
fast selling ladies’ and gents rings, 


established territory with excellent op- 
portunity ; high commission ; correspon- 
dence confidential; address ‘486, care 
of JC-K. 


SOUTHERN SALESMAN for quality 
watch line with retail jeweler follow- 
ing; excellent draw; fine opportu- 
with reputable importer; full 


nity 

particulars first letter; replies con- 
fidential; address, “F, 4778,” care 
of JC-K. 

SUNGLASSES: Salesman wanted with 
following; can make a lot of money 
from now to Sept.; top-notch line im- 
ported fine ladies and mens styles; 20% 
commission; deposit for samples and 

address “S., 4808,’ 


references required ; 
care of JC-K. 


SALESMEN with established territory 
calling on retail stores, manufacturer 
line ladies 14K stone rings, pearl rings, 
14K crosses, gents 10K _ stone rings 
drawing against commission; excep- 
ea opportunity; re fe rences ; address 
“C.. 4735,” care of JC 


NEW ENGLAND SALESMAN for 
high-grade watch line with retail 
jeweler following; guaranteed lib- 
eral draw; unusual opportunity to 
join a top-line company; full par- 
ticulars first letter; replies confi- 
dential; address, “F., 4777,” care 
of JC-K. 

MAR 
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SALESMAN wanted for Southwest terri- 
tory; line consists of popular priced 
delivery and sample diamond rings: 
must be resident of the area and willing 
to travel by car; following important ; 
draw against commission ; non- conflict- 
—_ line acceptable ; address ‘ ‘K., 4804,” 
care of JC-K. 


SALESMAN wanted for Middlewest terri- 
tory; line consists of popular priced 
delivery and sample diamond rings: 
must be resident of the area and willing 
to travel by car; following important: 
draw against commission; non-conflict- 
ing line acceptable; address ‘“‘K., 4803,” 
care of JC-K. 





GREAT OPPORTUNITY for salesman 
with following in Ohio, Indiana, Ken- 
tucky, and Tennessee to represent ex- 
tensive and well merchandised diamond 
line for centrally located, well estab- 
lished firm—drawing against commis- 
sion: write full details to VICTOR 
CORP., 205 E. 6th St., Cincinnati, Ohio. 


MAN WITH FOLLOWING for New En- 
gland to carry our trade marked line of 
ladies gold-filled and sterling costume 
jewelry ; beautifully packaged; selling 
direct to the retailer on commission: 
established territory: BERT MARKS 
CO., 131 Washington St., Providence, 
R. I 





SALESMAN: we are seeking for our 14K 
Gold Overlay line of Ladies and Mens 
jewelry, a representative now carrying 
a non-competitive line to cover areas 
in Metropolitan New York, Long Island 
and New Jersey; commission basis: 
write giving full particulars; replies 
confidential; KREMENTZ & CO., 49 
Chestnut St., Newark, New Jersey 





WATCH SALESMEN with retail jewel- 
er following to represent company 
of high grade watches; Southern 
and Northwestern territories avyail- 
able; we seek thoroughly experi- 
enced men interested in a perma- 
nent position; full particulars and 
experience in first letter; replies 
confidential; address, “D, 4675,” 


care of JC-K, 





EXCEPTIONAL OPPORTUNITY for ag- 
gressive representatives with proven 
sales record wanted by clock importers 
of quality merchandise; we are fast ex- 
panding and offer a permanent and lu- 
crative connection; protected rights; 
territories open; Tennessee, Alabama, 
Georgia, Carolinas, Florida: all corres- 
pondence confidential; address . 


‘ 


4871," care of JC-K. 


SALES REPRESENTA- 
NATIONALLY KNOWN 
LINES: states of Ohio, 
Kentucky, Kansas, Missouri 
open ; ‘also West Coast territory; high 
commissions, many good accounts: sta- 
ple quality line; prefer person carrying 
jewelry or non-competing religious lines 
with following among retailers, if 
and department stores; give age, 
rience, references address “K.., 
eare of JC-K. 


WONDERFUL OPPORTUNITY — for 
salesman covering retail jewelers 
and department stores with non- 
conflicting line; will represent a 
well established manufacturer of 
fine quality, (priced to sell) ladies 
and gents stone rings, cultured 
pearl rings and wedding rings; 
liberal commission plus bonus; 
state experience, territory covered 
and line now carried; address, “D, 
4868,” care of JC-K. 
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WATCH SALESMAN 
Eastern territory except Greater 
New York, to sell well introduced 
popular-priced watch line to depart- 
ment stores, specialty stores and 
larger retail jewelers; good commis- 
sion and reasonable drawing ac- 
count for right man; 1 or 2 non- 
conflicting Side Lines acceptable; 
State experience, age, ete. in first 
letter; only go-getters with jewelry 
or watch selling experience need 
apply; address, “G, 4864,” eare of 


JC-K, 


WANTED for 


NE ORL LEAS POE EAE AI STOLEN BSE NOE eg 
Help Wanted 








MAN ; knowledge of colored stones or ex- 
perience in jewelry line, to fill orders: 
address “485,” care of JC-K 


YOUNG MAN for fine retail store located 
in Eastern Penna.; experienced in all 
phases of jewe Iry store operation; ad- 
dress “D., 4853,” care of JC-K. 


JEWELER: good mechanic with knowl- 
edge of supervising; fine position; state 
experience, married or single and where 
in the past t mployed ; confidential: ad- 
dress “S., 4833,” care of JC-K. 


CREDIT JEWELRY SALESMAN for 
Midwest chain; unlimited opportunities ; 
good benefits; advancement for ma 
who can promote and produce volume 
address “C., 4820," care of JC-K 


W ATC HMAKER:;: experienced and reli- 
for progressive, independent, 
store; ideal working conditions ; 
directly to PERRY JEWELERS, 

tS State St., New London, Conn 


ENGRAVER; permanent position for first 
class craftsman; large retail and mfg 
concern, North Central Texas: inquiries 
confidential; address “H., 4781,” care 
of JC-K. 


WATCHMAKER, experienced five day 
week; ideal working conditions in 
Northern Ohio City, permanent job 
state age, experience, salary expected, 
in aret let tter;: address “R., 2165,” care 
of JC 


ENGRAVER; permanent job, qualified 
man; air-conditioned shop, large retail 
store ; —_— nt man Bsns stor, after 19% 
years Saiary r yrroduction basis: 
WRITE, EVERTS JEWELERS. 1615 
Main, Dallas l, Texas 


JEWELER: experienced in retail sales, 
diamond setting and repair work; GIA 
member: reliable and willing to assume 
responsibility: good salary, five day 
week: FLORA JEWELERS, Decatur, 
Lllinois 


COMBINATION jeweler-engraver or an 
engraver who can do some jewelry re 
pairing for an unusually fine retail 
store; good salary, congenial er 
conditions; CARPENTER-MATTHEW 
1 Haywood St., Asheville, N. C 


GRADE A WATCHMAKER for jewelry 
store in Northern Arizona Mounta 
Town; applicants please give age, ret 
erences, experience and salary ex- 
pected; address ‘“H., 4877," care of 
JC-K 


STORE MANAGER for retail credit 
jewelers; opportunity for aggressive 
man with managerial experience 
and ambition to earn above aver- 
age income; must know advertising 
window display; Spanish speaking 
would be very essential; GREEN’S 
JEWELERS, Corpus Christi, Texas. 





SALESWOMAN - Experienced for fine 
old established Manhattan jewelry con- 
cern; (In business since 1906) thor- 
ough knowledge of diamonds and gold 
jewelry; $10,000 a year salary plus 
bonus for qualified woman; must have 
a large personal following ; Write “P., 
4538," care of JC-K. 


WATCHMAKER for modern, very clean 
store: active County seat of 21,000; 
County drawing 45,000, industry and 
farming; please state experience, quali- 
fications and other details in first, hand- 
written letter; only skilled Ry need 
apply ;: ALBERT FISCHEL, 1320 Broad 
St.. New Castle, Indiana. 


HERE IS YOUR OPPORTUNITY to join 
an expanding chain as an assistant 
manager and earn 6000 dollars and 
more with opportunity to take over full 
management at a higher remuneration ; 

positions are available; forw: ird re- 

sume with picture to “M., 4572,” care 
of JC-K. 


EXPERIENCED SALESMEN wanted for 
Oklahoma, Texas and Kansas to carry 
reneral line including diamonds and 
mountings for wholesaler well known 
in this territory and established 20 
ears; wonderful Sng gale for man 
who qualifies; address “P 855,’ care 
of JC-K 


WE ARE LOOKING fora N. Y. resident 
salesman to cover East Coast and the 
Midwest to carry a full line of 14K 
gold charms, discs, earrings; must have 
long experience in the trade plus reter- 
ences; a wonderful opportunity for the 
right person: address “B., 4821," 
of JC-K 


OPENING IN NORTH CAROLIN fi 
experienced man who under t : oy: s 
credit jewelry business from A to Z 
none other need apply married man 
preferred and must be capable of pro- 
moting, window dressing, credit and ad- 
vertising: give full particulars in first 
letter: address “Ss 1825." care of JC-kK 


EXCITING OPPT'Y : for 2 managers and 
3 ass't managers must have top ret- 
erences and anxious to grow with our 
expanding organization of three 
we are 250 miles from N. Y. C., 
fully in confidence, stating salary and 
employment record, family Status, etc., 
to Wm. Haflett, Alpert’s, I¢:lmira, . } 


VEST COAST SALESMAN for fine 
exclusive watch line with retail 
jeweler following; liberal living and 
travel draw; opportunity for perma- 
nent position with’ reputable com- 
pany; full particulars first letter; 
send photograph; replies confiden- 
tial; address, “F, 4776,” care of 


JC-k. 


ATCH SALESMAN: we are looking for 
ati agekTress1Ve salesman with a good 
following among retail jewelers to sell 
‘roton, Nivada Grenchen, Sussex 
Arpeggzio watches; « D Deo rtunity to 

rood money; draw against commis: 

ill replie will be held in stri 
idence CROTON WA TCH : 

104 Fourth Ave 


AN EXPERIENC 
that ha: pro 
mahaLine a t< 
000 profitably 
make it worthwhile for yo to consider 
change: send photo ith resume all 
correspondence with rincipal only and 
confidential addres: i873,"" care 


. 
of J hy 


YEARS, ESTABLISHED store located 
in a city of 150,000 nearby Chicago, 
seeking young, man, manager, to assist 
owner, who has a flare for window 
trimming: thoroughly familiar with 
credits and sales production, state ex- 
perience and salary desired reply in 


confidence address “K.. 4816," care of 
JC-K 











MERCHANDISE & SALES PROMO- 
TION MAN for 8 store chain in 
Western Penna.; challenging posi- 
tion for aggressive man with drive; 
exceptional opportunity for the 
man who can _ produce results; 
write stating salary & complete em- 
ployment record; all replies in strict 
confidence; address, “P, 4822," 
care of JC-K., 


-_ 
- 


ATCHMAKERS and 
igers openings in 
eweilry repair 


department man- 
leased watch and 
departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions ; 
excellent working conditions; high pay; 


tate are, experience People's Watch 
Repair Company, 245 23rd St., Toledo, 


WANTED; a top man with excellent 
background to supervise large 
group of jewelry stores; applicant 
must be prepared to spend prac- 
tically all of his time in the stores; 
no one will be considered who is 
over 45 vears of age; excellent 
salary and opportunity of advance- 
ment: RELIABLE STORES CORP.; 
200 W. Lexington St., Baltimore 1, 
Marvland. 


RUDOLPH’S DEPENDABLE JEWEL - 
ERS: one of the largest and oldest 
jewelry chains in East, with head- 
quarters in Syracuse, N. Y., need 
young aggressive credit jewelry 
salesmen who aspire to become 
managers; good starting salary, un- 
limited opportunity, pension plan: 
Write S. W. RUDOLPH, 541 5S. 


Clinton St., Syracuse, N. Y. 


SALESMEDN Nationally Known diamond 
ring house requires salesmen with es- 
tablished following in the following 
State Ohio, Indiana, Michigan Vir- 


West Virginia, North and South 
t*arolina also New england 
commissions liberal 

rive thorough antecedents and 


States 
drawing 
previous 


ciation when replying: our sale: 
men know of this ad: all information 
kept in strict confidence address “R., 
S802 care of JC-K 


NATIONAL SALES MANAGER wanted 


by clock importing and distributing 


company in New York, controlled 
by world famous European clock 
and watch manufacturers; must 
have excellent experience and 
knowledge of U. S. market’ in 
clocks or watches and must be in 


a position to build up a_ nation 
wide sales organization; top salary 
and benefits; please send complete 
resume and salary requirements; 


address, “F, 4878." care of JC-K. 


FINE OPPORTUNITY TO IMPROVE 
YOURSELF: opening for top sales- 
men or managers in jewelry stores; 
excellent) salaries and bonus §ar- 
rangement for right men; medical 
benefits, life insurance und pension 
plan; forward full information giv- 
ing your background, age, familys 
status, present salary and salary de- 
sired; RELIABLE STORES CORP.., 
200 W. Lexington St., Baltimore 1, 
Maryland. 
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TO HELP INTRODUCE THE MOST 
DISTINGUISHED WATCH OF OUR 
TIME; if you have a _ following 
among the nation’s better jewelry 
stores and have the ability to sell 
a high priced nationally advertised 
product, write in confidence and 
tell why you feel you are qualified 
to represent our line; include all 
information about yourself—educa- 
tion, previous experience, present 
earnings, personal statistics, terri- 
tory preference and photograph if 
available; TESSCO JEWELRY CRE- 
ATIONS, INC., Corum Watches, 
666 Fifth Ave., New York 19, N. Y., 
PLaza 7-7586. 


LIFE-TIME OPPORTUNITY for young 
aggressive salesmen or _ present 
store managers: Friedman’s Jewel- 
ers, operating 58 stores from N. 
Carolina to Florida, and opening 9 
more next year; offer top salary 
for right men; major medical bene- 
fits, life insurance, retirement plan 
and paid vacations; if you want to 
relocate and manage a Friedman 
store in our territory, write at once, 
stating age, experience, salary now 
making and desired salary; enclose 
a recent snapshot; write S. K. 
FRIEDMAN, FRIEDMAN’S JEWEL- 
ERS, 37 Peachtree St., Atlanta, 
Georgia. 


For Sale 


Stores, Stocks and Businesses 





JEWELRY STORE IN ARKANSAS: 


growing business in growing town: 
good lease: good future for hustler: re- 
tiring : address r., 4827,” care of JC-K. 


ESTABLISHED 
Northern 


JEWELRY 


STORE on 


California Coast: wish to re- 
tire: modern building and long term 


lease; address ‘H., 4806,” care of JC-K. 


JEWERLRYSTORE 
lished ov years ; 
plus fixtures: air conditioned : 
town 14,000: details on 
dress “P., 4788,"" care of 


Mid Missouri: 
retiring : 


estab- 
inventory 
Railroad 
request; ad- 
JC-K. 


ESTABLISHED large, beautiful, modern 
jiewelry store; rent or purchase build- 
ing; New York State; sacrifice: inven- 
tory can be cut; ill health: address 
‘“*H., 4850,” care of JC-K. 

COMPLETE jewelry store and watch re- 
pair shop; Main Street location: 8,000 
population; health reason for selling: 
contact BOYD EDWARDS, Waynes- 
Ville, North Carolina 


MONTANA ; long established jewelry 
store, newly remodeled, good location, 
rood lease, clean stock: want to retire 
and will sell only as a going business; 
address “B., 4848," eare of JC-K. 

HICART CONDITION forces sale small 
cheerful combination jewelry store and 
shop, with or without stock: very rea- 
sonable: SAN ANTONTO, TEXAS; ad- 
dress “‘B., 4849,” care of JC-K. 

MODERN STORE for sale in New York 


State; only jewelry store in town with 
large industry: top location; clean 
stock; all leading Sterling lines; ad- 
dress ““M., 4807,’ care of JC-K. 


JEWELRY STORE for sale; Midwest in- 
dustrial city of more than one hundred 
thousand population: Towle & Gorham 
franchise; inventory $27,000; reason 
for selling, owner is ill: address “B., 


1879,” care of JC-K. 








JEWELRY STORE; long established, ac- 
tive credit business in Southern Illinois 
Town of 4500; good, top quality mer- 
chandise, active accounts, modern fix- 
tures: original owner retiring; address 
a 4843.” care of JC-k. 


BEAUTIFUL small jewelry store in Cali- 
fornia’s wealthiest community; 15 miles 
east of Los Angeles; straight lease, no 


percentage; $15,000 cash; too much 
work for cardiac; address “W., 4847,” 
eare of JC-K. 

MODERN JEWELRY STORE; large 
air conditioned; top location; estab- 
lished 50 years; 20 miles from N. Y. 
City; ideal for progressive merchan- 
diser: $11,500; address “S., 4834,” care 
of JC-K. 


CALIFORNIA JEWELRY STORE: top 
location: very reasonable; lease, plenty 
repairs; fastest growing town in South- 

DENNIS JEW- 


ern California; $8000; 
ELRY, 1808 Newport Blivd., Costa 
Mesa, Calif. 


ESTABLISHED JEWELRY STORE 
merchandise and furniture and fixtures 


for sale; owned and operated by Del- 
vaux Family since 1867; will rent same 
location: write, T. C. DELVAUN, jew- 


eler, Glasgow, Kentucky. 


FOR SALE entire jewelry and watch re- 
pair shop; watch parts, crystals, 
benches, Watch-master, plating equip- 
ment, casting bench, rolling mill, jew- 
elry findings, scales; reasonable: LIQ 
KILLELEA, 212 S. Clark St., Chicago, 
Illinois. 


TAKE YOUR “PICK” Jewelry Stores 
buy one or both; 100% location in both 
Towns; can guarantee buyer his initial 
investment ($6500) back in one year; 
price $6500 each store plus stock: ex- 
cellent repair prices; must sell immedl- 
ately : address “M., 4860,” care of JC-kh 

SAN FRANCISCO PENINSULA (‘ali- 
fornia’s finest climate; jewelry store 


excellent repair business at best prices 
reasonable rent: modern; ideal for 
watchmaker and wife; $4100 plus small 
inventory; have out of state interests ; 
address “K., 4837,” care of JC-hk 


established 15 years, 
fully air-conditioned ; 
accounts) receivable 

good location in heart 


WESTCHESTER: 
modern fixtures, 
fine reputation ; 
stock is clean: in 


of city business area; due to ealth 
need warmer climate; address ¥ 
1854," care of JC-K. 

ILLINOIS: best jewelry store in Counts 
sent of 5000: established 35 years best 
location, top lines, low rent: very clean 
stock: air conditioned with or Without 
service department; cash — immediate 


possession : address ‘‘“M., 4818," care of 


JC-K 


OLD ESTABLISHED jewelry store lo- 
‘ated in Central Michigan; going 
business, clean stock; would like 
to sell to young person with some 
money and ability; further infor- 
mation on request; location in city 
considered the best: address, “C, 


4859.” care of JC-K. 


INDIANAPOLIS, INDIANA modern 
jewelry store in well established shop- 
ping area; can be operated as a fine 
credit store or would make into a good 
discount jewelry operation; can remove 
stock and accounts; rent $350; $10,000 
complete ; BOND JEWELERS, 814 
Broad Ripple Ave. 
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DILAWARE jewelry store; on Main 
Street of thriving community; large 
Store—well equipped with show cases 
and counter space; plenty of storage 


space ; progressive business; will sell at 
sacrifice ; can reduce inventory to suit, 
also help finance; owner has to sell due 
to the dissolving of partnership; ad- 
dress ake 4813,” care of JC-K, 





CREDIT JEWELRY STORE; South- 
ern Calif., established 40 years; 
volume over % million dollars 
yearly; approximately 2000 active 
accounts; beautiful fixtures, air 
conditioned; excellent location; go- 
ing out of credit fields; other in- 
terest require full time; address, 
“A, 4867,” care of JC-K. 


ial eeocenieeinceiaiiemnendiepenanadomemiematnetnmes anal 
For Sale 


Tools, Equipment 











FIXTURES FOR SALE: 4 rock crystal 
chandeliers cost $1000 new, now $375; 
8—6 ft floor cases, 1—5 ft: 3—4 ft 
cases; also 2—4 ft and 1—3 ft; 1—19 
ft wall case, finest made, 4 years old, 
blond; also window enclosures, safe, 
air conditioner; LEO KILLELEA, 212 
S. Clark St., Chicago, Ill.; reasonable— 
retiring. 








Business Opportunities 


a _ _ —_————————_______ ——— 


LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction prestige or 
volume operation .. . give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ads 
below. 








SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to mect 
individual needs. Oldest and largest 
cash buyers in the country. See ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Ill. 


AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. 


CONSULT M. Y. FINKELMAN, 29 E 
Madison, Chicago; since 1923 highest 
cash priees paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. ¥. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 180. 
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WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York: 
sale and management specialists since 
1919, over 1500 jewelers have used our 


services; also buy stores for cash; 
write, Wire or telephone Longacre 5- 
7388. 

SAMUEL ISOW pays highest cash price 


for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 


York; telephone Canal 6-5233. 


SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 


tures; highest prices paid: bank and 
trade references Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 


6565. 


~ 


PENN JEWELRY SALES CO., Washing- 
ton Square Bldg., Phila. 6, Pa. Walnut 
2-2579: Auctioneers and Retail sales 
specialists of integrity since 1923: also 
cash buyers of highest refer- 
ences, 


stores °: 


SELL OUT? WE pay you top price 
spot cash and take over; our liqui- 
dation sale will be conducted ethi- 
cally and honestly so you can face 
your friends and neighbors in the 
years to come; CHARLES SHANE, 
JR., 234 Euclid Ave., Cleveland 14, 
Ohio, Telephone CHerry 1-5810. 


JEWELERS SALES SERVICE; a pro- 


fessional sales organization to serve 


you; Auction-Action; retail or liquida- 
tion; 25 years sales experience; your 
reputation protected: immediate cash 
for stores, stocks, fixtures; PHONE, 
WIRE, WRITE: 512% S. Main St., 
Los Angeles, Calif.: Phone—Madison 
§-O828. 


WANT TO SELL OUT? Write, wire or 
phone collect; our representative 
will arrive at your convenience; no 
obligation; we'll pay guaranteed top 
price, spot cash; no bickering, no 
haggling, no “MAYBE”; contact us 
then make your Florida reserva- 
tions; James Schultz, 304 S. Walnut 
St., Muncie, Indiana; Telephone— 
Atlas 4-6949., 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 


less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 


COLLECT ... We will come to see 
you in your store at our expense, 
you are under no obligation; SIL- 


VERMAN SALES ENTERPRISES, 





580 Fifth Ave., N. Y. 36, N. Y. 
Tel. PLaza 7-4693. 
IDEAS UNLIMITED sale guarantees 


quick action-cash profits; our ser. 
vice costs you nothing; testimonial 
letters from hundreds of jewelers 
prove the cost of each sale is turned 
into a profit by terrific extra vol- 
ume of sales profit-wise our efforts 
produce for you; every sale is care- 
fully analyzed, planned in advance 
and is under constant supervision 
of our executive staff; you can af- 
ford the best; write, wire, phone 


IDEAS “UNLIMITED,” 842 West 
Flagler St., Miami, Fla., PLaza 
7-2973; FRanklin 4-3030. 














WANT TO RAISE CASH? Our retail 
flat sales are definitely different 
because we sell only the merchan- 
dise YOU want sold and guarantee 
you the top dollar; an amateur can 
sell the cream of your stock! At 
the termination of your sale you'll 
be ready, willing and able to con- 
tinue vour business with a_ well- 
balanced stock of the cream of your 
inventory and with money to pay 
your bills. Yes, we can and will do 
this and still protect your valued 
reputation and franchises; OR IF 
YOU WANT A COMPLETE LIQUI- 
DATION SALE We guarantee you 
a COMPLETE liquidation down to 
and including fixtures, equipment 
and materials; what’s more we'll 
post a CASH bond insuring that you 
receive (after all expenses) at least 
the amount you and our representa- 
tive decide your store is worth; 
wire, write, phone collect: 
CHARLES SHANE, JR., TRADING 
CORPORATION OF AMERICA, 234 
Euclid Ave., Cleveland 14, Ohio: 
Phone Cherry 1-5810; References; 
Central National Bank, Dun & Brad- 
street; Jeweler’s Board of Trade. 








Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 


= 
— 








tails, 33 Broomfield St.. Boston, 
Hancock 6-3233. 
WANTED IN FLORIDA watch repair 


business well established, doing at least 


$7500 in repairs; address “D., 4839,” 
eare of JC-RK. 

WATCH REPAIR and jewelry store 
wanted in active section of New York 
City or Suburbs address “lL. i858, 
care of JC-K 

WANT TO BUY retail cash or credit 
store in Eastern States now doing a 
substantial volume nothing less than 


$100,000 yearly will be considered ; deal 
conn 


with principals only; completely 
dential address M., 4874 care oft 
JC-K 


MIDWESTERN credit jewelry chal 
terested in acquiring additional sti! 
in towns of 10,000 or more population ; 
we are not brokers: we 
are the principals and can do business 

address “S., 451%, care 


liquidators or 


immediately ; 
of JC-k. 


CASH FOR trade-in watches, move- 
ments, cases, pocket & wrist, any 
condition; surplus stock, scrap gold, 
silver; diamonds; shipment held 
intact pending check approval; 
bank references; N. GORDON, 769 
Lindley St., Bridgeport 6, Conn.; 
established 1933. 
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“a > » : : _ RELIABLE TRADE watch repairing; ex- WHEELS and pinions cut; prompt and 
WE ARE interested in buying several cellent service; electronically timed; guaranteed service ; estimates and price 
jewelry stores that meet the follow- cases polished; work guaranteed; rea- list on request. The Clock Shop, 108 
ing classifications: (1) Must be in sonable prices; all watches sneured:; J. 2nd St. S.W., Charlottesville, Va. 
¢ - CAPARO, 16 E. Wood St., Norristown, 
towns of 5,000 to 50,000 popula- Pp pa es 
a. 

ion; (2) must be cash type stores; 
monte terli i - (4) a a REPAIRERS OF THE IRREPARABLE ; 
cindy wot pus — mgt : ) restoring china, glass, silver, ivory 
must have good reputation and be EXPERT WATCH REPAIRING : one tortoise shell, miniature fans. dresser 
well established; Manning Watch & year guarantee; pout go gt ht | sets; jewelry ; HESS REPAIRS, 168 E. 
welry € md % e.. New cleaning and overhauling .75; clean- eae IB ae Mey an oo. 
Jewelry Co., 580 Fifth Ave., : ing and main spring $2.50; cleaning 33rd St., New York City, N. ¥ 
York, N. Y. balance staff $2.75; Precision Watch 
Repair Co., 817 6th Ave., New York 1, 
ae ee 


+ 


— <9 











RBC PY SARENAADES DONS EOIN LE SRABUAE 8 EE SOE BA 
SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices’ for trade - in Miscell eo 
watches, jewelry, old gold; money by ANA AH AONE LOREEN tL OERABOE SRBC AEA WG us 


return mail for all makes and models n 
in ‘ade-i ratches in any quantity: 
all yoo al “held intact for ; your Special Order Work and LEARN MASTER pes wo gg at 
approv: ref kun & Bradstreet an ; . ssional training : 
National sank of Commerce ; Cel-Max, Repairs for the Trade | ciuieies ameamn Gaon sample nerd 
i, FOS se eo ee | and full information; CHICAGO 
werent JEWELRY repairing ; new mountings fur- | SCHOOL OF WATCHMAKING, Room 
nished : diamond setting. Harold Jacob- | 239C, 2330 Milwaukee, Chicago 47, Il- 
SPOT cash for diamonds, watches | son, 29 E. Madison St., Chicago 2, Il. | linois. 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 
Randolph 6-7390. 


SPOT | Use the 

















cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s, or ladies’ 
set rings; anything you cannot sell 


send to me for cash; old gold, gold | Cir ul 
filled, silver, watch bands; refer- Jewe ers C ar 
ences, Dun & Bradstreet; S. W. | 


Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- | Ke stone 
tacle frames; gold filled serap, sil- | 


ver, gold and any other precious 


metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
—— references; National Bank 
of Commerce, Memphis, Tenn.: Fs 7 
Jewelers’ Board of Trade, Dun & Classified Section 
Bradstreet, Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


~~ 


Watch Work, etc., for . . 
‘Tete for immediate results 


aS 





IXPERT and guaranteed watch repair- 
ing; 36 day service; prices on request: 
watchmaster tested low prices; mail 
orders invited; JACK & LARRY'’S, 1 


Alfred St., Biddeford, Maine | in Finding a Job. 


BOSTON, MASS.; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service, prices on request mail 
orders invited. David Migdal & Co., 
109-B Summer 8St., Tel. Hu 2-9547 


| 6 
FINE watch repairing for the trade: al] | i k f Hel 
work guaranteed for one year 3 to & OO Inge or p 
days service; Watchmaker tested; rea- | 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill 


COMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service: all watches timed, tested and 
guaranteed: 25 years’ experience. Stu- 
dio Watch Service, 1510-20 I. Dela- 
ware Place, Chicago 11, Il. 
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INDEX TO ADVERTISEMENTS 


a 


Abrahams, Raymond 
Acon Watch Crown Co. 
American Gem & Pearl Co. 
Alberts & Son 


American Telephone & Telegraph Co. 


American Rolex Watch Corp. 
American Time Products, Inc. 
Antin’s 

Arch Crown Tag, 

Arlen Trophy Co. 

Arnstein, Walter, Inc. 
Audemars Piquet & Co., Inc. 
Automatic Chain Co. 
Avvocato and Tuch, Ine. 


B 


Baldwin Bracelet Corp. 
Barraso & Blasi, Inc. 
Beattie Jet Products, 
Becken, A. C., Jr. 
Becker-Heckman Co., 
Bieler, J., Promotions 
orel, Jules, & Co. . ; 
Bowman Technical School 
Bradley 
Braunfeld, 
Bridal 
Brill & 


University 
Harry 


Ring Co., 


(“olmes 


Cannon-Schaefer 
Carl-Art Ince. 
(‘atamore Co 
Celsa Corp 


Agency 


Chesterfield Jewelers, 

Church & Co., Ine. 

Clausin, S. H., & C 

Classified Ads 

Clebar Watch Agency 

Cobb, W. ci. <a 

Columbia Tru-Fit Diamond 
Copeland & Thompson, Inc. 
‘roton Watch Co., Ime can 
(Crystal Glass Tube & Cylinder 


D 


LDeBeers Consolidated Mines, Ltd. 
Dbuches Jewelery Mfg. Corp. 
Dennison Mfege. Co. 


ElDot & Co. 

Kebertin, Georges 

Klgin National Watch 

Kessig, Fred. J., & Co a 
Kterna Watch Co. of America 
Kureka Instrument C 


Feature Ring C 
Felger, F. & F., 
Felsenfeld, Jack 
Fieid, Arthur 
Finkleman, M. 
Fisher, J. M., 
Fisher, Hubert 
Fisher & Co. 
Fisher, Bruce, 
Flex-Let Corp. 
Fondeville & Co. 
Fostoria Glass Co. 
Freed, Edwin, Inc. 
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Gemex Corporation 

Gemological Institute of America... 

German-American Chamber of Com- 
merce 

Gibson, C. 

Gift Box Corp. of America 

Girard-Perregaux 

Goldner Associates 

Goldstein-Gerson C 

Goodman, Julius, 

Grenci, A. F. 

Guiness, Louis F., 


Gulton Industries, Inc..Inside Back Cover 


H 


Hamilton Watch Co. ..... 
Harteveldt, Henry H., Co 
Hieyman, Oscar, & Bros. 
Honora Jewelry Mfrs. 
Beautiful 

Houston, George 


House 


Imperial Pearl Syndicate 
International Nickel Co., Inc. ........ 51 
international Silver Co., 

Inside Front Cover 


Ipekdjian, Inc. . resebwaes ’ 


Jacoby-Bender, Inc. 
Jewelers’ Circular-Keystone 
Juergens & Andersen Co. 


K 


Kahn-Jacobson, Inc. 
Kalbe Co. ee 
Kaplan, Lazare, & Sons 
Karlan & Bleicher 
Kay-Dek Engraving Co., 
Keepsake Diamond Rings 
Keppie, J. C., Co. .. 
Kingsly Machine Co 
Kreisler, Jacques, 


Kupper, Herman, C 


Lampert, M. J., & Sons 
Landers, Frary & 
Products) s wats ree F 
Lefton, Geo. Zoltan, Import 
Levine, William, Co 
Christie, & Co., Ine 


Clark (Universal 


1 vé¢ ys 


jeber and Lerner, In: 


Bide 
Box, f if Feder: 


Center 


Jincoln 


I 
Limon, Robert 
| 
I 


Board Co. : 
Longines-Wittnauer Watch 


Lovebright Diamond Co Ire 


M 


Maddock & Miller, Ine 

Mason Box Co. 

Mehrlust, Jacob ee ee See i 
Mido Watch Co. of America, In 
Milhening, J., Ine Be ter eae 
Minnesota Mining & Mfg. Co 
Monarch Marking System Co 
Motorola Co., Ine 





Nacht, Bernard, 

Newall Mfg. Co. 
New Hermes, Inc 
Nordt, John C., C 


Oneida Ltd... 
Outside 
Opalite, Inc 


Pacifie Mills 
Polishook, K 
Preformed Parts, Inc 
Poole Silver Co 


Pries, H. P., Engraving Machine Co 


Racine, Jules, & 
taunheim, Julius, 
Reed & Barton 
Rehberger, A ~. € 
Richheimer, Jerome 
Robinson, Barnett, In: 
Ronson Corp. 


Sauer, A., & Co. 

Schick, Ine ; 

Schmidt, William V 

Seventeen Magazine 

Shriro Ine 

Simon-Green Co. 

Silverman Sales Enterprises 
Smith’s Clocks & Watches, Ltd 
Son & Prins Co 

Sonora Electronics, In 

Starfire Diamond Rings Sule a 
Stern, Henri, Watch Agency, In 
Swiss Industries Fair 

Svivania Electric Products, In 


Thomas, John 
Timex 


W 


Ssliiversmitn 


‘ells Mfg. Co., Ine 
hiting & Davis Co 
idess, L, & Sons 
‘inson, Chas. F 
Wood, J. R., & So 
W oodstock-Hoefer 





Ged Gy Boeclurion 


‘“Consumer-Be-Damned” Laws 
®* As a sample of just how tough the battle will 
be when the Harris and Boyken Fair Trade bills 
reach the floor of Congress, consider these recent 
comments from Rep. Emanuel Celler of New 
York. He’s chairman of the Judiciary Committee. 
“Price-fixing is illegal; but under these laws 
manufacturers can agree with retailers to fix 
prices. That is inconsistent,” Congressman Celler 
declared. “Without price competition, prices 
go up; they never come down. Fair Trade 
laws should be Consumer-Be-Damned 
laws. ... consumers are expected to pay a fixed 
price, and cannot bargain for a lower price. 
Fair Trade laws have proved unenforceable in 
states where they have been tried; neither manu- 
facturers, nor middlemen, nor retailers have 


called 


respected them.” 

Many members of this heavily Democratic 
Congress will share Mr. Celler’s viewpoint. The 
Federal! Trade Commission opposes price-fixing 
and so does the Department of Justice. 

So it boils down to this: If you want a work- 
able system of Fair Trade and think that the 
Harris or Boyken bills would be “workable,” by 
all means tell your Congressman so_ without 
delay. Then keep your fingers crossed. Federal 
price maintenance may not be in the cards. 


A Fair Share of the Market 

* Representative Celler said something else that 
jewelers should think about: “‘When Fair Trade 
appears, discounting becomes so prevalent that 
the public disregards prices set by manufac- 
turers.” 

“Realistic” markups, Celler believes, would do 
more than any Fair Trade law to stabilize estab- 
lished retailers’ problems. 

The wisdom of lower markups for highly ad- 
vertised brands of traditionally “‘jewelry store’”’ 
merchandise has been suggested more than once 
on this page during the last year and a half. 

In October 1957, this page asked: “Are high 
list prices at least partly responsible for the 
growing sale of watches through discount houses? 
Could discount houses quote such fantastic ‘bar- 
gains’ if list prices were trimmed?” 

In March 1958, this page quoted Johannes M. 
J. Miller, a market economist of Geneva, Switzer- 
land: “If the [American] jeweler is to compete 
effectively against the discount house, he must 
forego unreasonably high profit margins in at 
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least the best-selling brands. After all, it is pre- 
cisely in these profit spreads . . . that the discount- 
ers thrive.” 

In April 1958, this page remarked that “sales- 
manship, honor and service—instead of the illu- 
sion of price protection—are needed to insure 
the profitable operation of the jewelry store.” 

In May 1958, this page pointed out that manu- 
facturers need the jewelry store “showcase of 
America” to keep their products before the pub- 
lic in an atmosphere of pride, prestige, desir- 
ability and good taste. And, in return, “jewelers 
are morally obligated to sell with vigor and vital- 
ity, paring costs wherever possible, speeding 
turnover and perhaps saying good-bye to some 
time-hallowed markups.” 

Let’s face it. Jewelers have been losing hun- 
dreds of millions of dollars worth of sales to non- 
jewelry outlets. Most of this lost volume has been 
in brand-name merchandise which the manufac- 
turers have advertised so extensively ..d_ per- 
suasively to the consumer that the merchandise 
is called “‘pre-sold.”’ 

No wonder that retail jewelers’ competitors 
have had a field-day with these pre-sold goods. 

Reducing the list prices of heavily-advertised 
merchandise to realistic levels in terms of today’s 
market might well benefit the retail jewelry in- 
dustry in several important ways. With lower 
list prices, jewelers’ competitors would no longer 
be able to offer drastic price cuts below the 
“regular” list price. Sales now being lost would 
flow back to jewelry stores (the manufacturers 
would welcome this development). Though mar- 
gins on individual sales of “pre-sold’”’ merchan- 
dise would be less, there would be more sales— 
and jewelers’ profits would stand to rise because 
of increased traffic and turnover. 

The mass public wants “jewelry store’ mer- 
chandise. But the big question right now is 
whether the mass public will buy that merchan- 
dise from jewelry stores. With or without 
Federal Fair Trade laws, let’s not price ourselves 
out of the market by rigid adherence to markups 
that are based on an old-fashioned one-time turn- 
over. Let’s see whether we can’t become mass- 
merchandisers ourselves of the brands that are 


in top demand. 


EDITOR 
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SILHOUETTE 


iyo Lil 


RECHARGEABLE 


Hloshliykt 


) gift boxed 


RECHARGEABLE 
Kashi 


* Trade Mark 


Zz 


_ 
fie 


FOR MOTHER'S DAY 


New compact design fits easily into purse or glove 
compartment — never leaks or corrodes—easily 
recharged in a 110 AC electrical outlet. Life Lite 
rechargeable flashlight is a thoughtful, practical 
gift for mother. 


‘A Jewel Among Flashlights” 


FOR FATHER’S DAY! 


Follow up with a Father’s Day 
promotion for added profits. 
Feature the handsome two tone 
gray and gold Life Lite re- 
chargeable flashlight. 5.95 


DEALER AIDS AVAILABLE 


® 
Gulton industries, inc. sarrery 


Metuchen, New Jersey DIVISION 



























AGAIN -—oNEIDA PROVES DESIGN LEADERSHIP! 


Taper 
tn stil J. stainless 
by ONEIDA © 


ONEIDACRAFT* DELUXE STAINLESS 




















Glowing beauty... pure and simple 


For exciting table settings. American-made, heavy- 
weight, finest-quality stainless with a brilliant mirror 
finish. Modestly priced: 6-piece place setting, $4.95; 
16-piece service for 4, $14.95; 24-piece service for 6, 
$22.95; 50-piece service for 8, $39.95. 


Pretested for top consumer acceptance! With full- 
rey-Yol-Mulanegelel0 fon cola\me-\ol-Mlamey-)0-1amm(-1- lel lare, saint 
in April: Bride’s Magazine atid Bride and Home... .in 
May: Better Homes and Gardens, Good Housekeep- 


ing, Parents’, Living for Young Aomemakers, Sunset. 


| 
FREE INTRODUCTORY "IN USE” DISPLAY PACKAGE) 
A completely new package designed to attract cus- 
tomers. A full-color photograph shows how ‘‘Taper’’* will 
Tole) elem dsl-1iame-le)(-M=1-M-101¢-m coms -1 ml @ 


i i i 


NER ac Mitel action @ er la-tincl- wee @lal-licl- Wile actcmia ella) 





Crafted by 


ONEIDA SILVERSMITHS 


makers of distinctive tableware 


HEIRLOOM* STERLING © COMMUNITY *® SILVERPLATE * ONEIDACRAFT* STAINLESS 


FOR COMPLETE INFORMATION ON NEW “TAPER” SEE 4:PAGE INSERT ON PAGES 17 TO 20. 





